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Information is power - you know that. But, how do you 
research the best Marketing strategies, without 
spending too much of your time (and money) on it? 
The average person earns $ 1100 per week, which 


equates to 


$ 27 per hour. Trying to do the research yourself 
would 


take you at least 5 hours to come up with the best infor 
mation, AND you'll have to do this on a regular basis to 
come up with the most up to date and current informa 
tion. 


There has to be a different way to find the info you 
want! Well, yes there is... we did all the research for 
you, combed through all the information and got down 
to the hard core of the 101 most up to date and best 
Facts, Hints, Tips and Advice here, in this book. 


The 101 of the most current, most actual and bene ficial 
Facts, Hints, Tips and Advice you can find from experts 
in the field on Marketing: 
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Two Ways to Show Identity and Loyalty 
- Cloisonne Lapel Pins and Embroidered 


Patches 


Identity and achievement: We all want to show others that we 
have them. How do we show identity and achievement? By 
wearing cloisonne lapel pins and patches such as military 
patches. Cloisonne pins are a dressed-up way to show our 
loyalty. With a pin in our lapel, we can show others the 
company we work for, the club we belong to, or the status we 
have achieved. Patches are a decorative but inexpensive way to 
show who we are and what we've done in a more casual 
manner. Important among the patches are military patches, 
which can express the pride and patriotism of the wearer. 
Cloisonne is an ancient and artistic process that was devel oped 
in the Orient. Elaborate decorative pieces can be created using 
this process. The effect is similar to stained glass but is not 
transparent. This process consists of many complicated steps. 
Cloisonne consists of a metal base topped with enamel. The 
differ ent colors or sections of the piece are separated by a thin 
wall of metal. First the artist creates the metal base in the shape 
of the finished object, for example, a flower. Next a silver wire is 
soldered into place where separation is needed between the 


colors. Third, the enamel material is placed into the separated 
areas. Various chemicals create enamels of different colors. After 
the enamel powder is in place, the piece is fired. This firing 
creates the solid, glass-like enamel. After the firing, the piece is 
polished, and finally, the piece is gilded or electroplated. 
Although this is a complicated process, small lapel pins can be 
made quite inexpensively. However, although the pins are 
inexpensive, they can be quite beautiful, looking more valuable 
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than they actually are. This trait is a huge plus to a company 
that wants to give a small gift with Wow power. For this reason, 
cloi sonne lapel pins make excellent promotional giveaways or 
ac knowledgments for contributions. 

Another use that makes the cloisonne lapel pin valuable is 
trading at a large event. Trading pins gives attendees an 
introduc tion to others and a talking point for conversation. 
Think of the Olympics. Olympics attendees arrive with a supply 
of identifying pins that have a great worth beyond the bits of 
metal and enamel. People who may not even speak the same 
language are able to communicate and become acquainted 
through the exchange of pins. And then in the years after 
returning home, going through the collection of pins can bring 
back precious faces and memories. 

To acknowledge identity or achievement in a more casual way, 
you may prefer to use patches. Embroidered patches are larger 
than pins and can be sewn or ironed onto casual clothing such 
as jackets, hats, and vests. Patches can identify places that the 
wearer has visited, events he has taken part in, and competi 
tions she has won. A fully covered vest or jacket can indicate the 
pride of an active and interesting person. 

A special category of patches is the military patch. Again, the 
meaning and sentiment behind the patch has immeasurable 
value beyond the mere fabric and colored thread. A military 
patch is a visible piece of patriotism and belonging to a 
humanitarian cause. 

Patches and pins are small inexpensive trifles, but the pride and 
achievement behind them make them a bargain at twice-no 
thrice-the price. 

Chuck Stewart recently purchased several cloisonne lapel pins 
<http:/ jwww.lapelpins4less.com/> as well as military patches 


<http:/ jwww.patches-on-sale.com/> for his local scout troop 
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Marketing to Your Buyer Persona's 


A Buyer Persona is a group of people that share similar de 
mographics and interests. In the 1996 Presidential election, the 
Clinton campaign went after a group of voters they felt were the 
key to the election -the Soccer Mom. 

The idea behind creating a buyer persona is to understand the 
wants and needs of a common group of people. Once you 
understand what's important to any particular customer group, 
you stand a much better chance of getting them to act on a mar 
keting communication. 

Defining the most prominent buyer personas for your target 
market is essential to understanding their specific needs and 
wants. Your marketing communications can be better targeted if 
they speak to the problems and issues experienced by your 
various personas. 

Let's look at an example. Suppose you own a roofing com pany 
that targets commercial roofing jobs. By looking at your various 
customers, you realize you can group them into the follow mg 
personas. 


? Real Estate Property Managers 

? Commercial Building Supervisors 

? Office Building Managers 

? Institutional Building Managers (schools, hospitals, etc.) 


Each of these customer groups may have specific needs as it 
relates to roofing maintenance, replacement and repair. By learn 
ing as much as you can about these customer groups, you can 
better focus your core marketing message and promotional 
offers for building trust, credibility and profits. 

You may find your business only has a couple of buyer per sonas 
or you may find you have a dozen or so. The quantity is not 


important. What is important is your ability to define them 
clearly. 
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Defining Your Buyer Personas The key to defining your buyer 
personas is to look at your customer data and find ways to group 
common characteristics. Pull up your favorite word process ing 
program and start writing short biographies on your customer 
personas. Break your customers down into well defined buying 
categories as best you can. You don't have to be perfect here, 
just do the best job with the current data you have. Buyer 
persona profiles can contain age, gender, income level, 
occupation, educa tion level, hobbies, and anything else you can 
think of. 


If you're a B-to-B company, then it may make better sense for 
you to create corporate personas instead of buyer personas. A 
corporate persona can segment based on industry, number of 
employees, revenue levels, and any other characteristic that 
applies to your business. 


Once you have defined your buyer persona categories, the next 
step is to actually write a short biography on each one. You are 
not describing any one particular customer, but a composite of 
all customers that make up that persona. 

Here's an example of two buyer personas. Note that each 
persona has a title and short composite biography. 

The Local Brick-and-Mortar Business Owner The Local Business 
Owner has a small business storefront in their commu nity that 
does well. They are relatively happy with their earnings but 
have this nagging feeling that business could be double what it 
is now. They feel that they could market their business more but 
are reluctant to spend lots of money on direct mail. While they 
currently have a website, it is more of a static entity rather than 
a proactive tool in growing their business. They would love to 
start a comprehensive marketing program but need to be 
assured that their investment would produce the required 
results. 

The Self-Starting WAHM The Self-Starting WAHM is the creative 
Work-At-Home-Mom that has a small internet business she runs 
part-time. While she has done a great job and getting her 
business off the ground, she realizes that she needs help 


optimiz--- 
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ing her web pages for the search engines and testing new offers 
to see which ones perform the best. With her limited work 
schedule, she knows she needs help but is hesitant to invest a 
large amount of money hiring a consultant. 

In the above two examples, do you see how I might change my 
marketing message depending on whether I was communicat ing 
to The Local Brick-and-Mortar Business Owner as opposed to the 
Self-Starting WAHM? My core marketing message and call-to 
action would be very different. 

You're never quite done crafting your personas. As you learn 
more about your customers through surveys and other forms of 
feedback, you'll be able to better define and create compelling 
messages that will connect directly with the needs and wants of 
each group. 

Take the time to learn and build upon your Buyer Personas. It's 
truly the first step in creating targeted high-impact communi 
cations. 


Corte Swearingen is the creator of the Integral Marketing System 
<http:/ jwww.small-biz-marketing-tips.com/small business- 
marketing-solution.html> and CEO of SmallBiz Market ing Tips 
<http:/ jwww.small-biz-marketing-tips.com > For more 
information on personas, see The Buyer Persona 


Small Business Marketing-5 Crucial 
Elements of a Small Business Marketing 
Plan 


If you are an owner of a small business and do not have a 
marketing plan, you are destined to fail. And I'm not necessarily 
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talking about a business plan with all the financials and stuff. 
Those are important too, but if you choose not to have a 
concrete plan for your marketing, all you're going to accomplish 
is to be come one of the 90% of small business failure stories. 
Planning is integral. You won't even go to the supermarket 
without some sort of plan. How do you expect to run a 
successful business without one? As you read through every one 
of these tips you'll realize that your small business marketing 
success depends on having a great marketing plan. 5 crucial 
elements of a small business marketing plan are as follows: 


1) Vision-It's important that you create a vision statement for 
your small business. Something that can always be there to let 
you know what it is your business is all about and where you 
want to go. Here's an example from Microsoft: "a personal 
computer in every home running Microsoft software." 


2) Your Clients - Your small business marketing plan should also 
include who your ideal clients are. Those people you want to 
open their wallets and give you their money. If you can 
determine the age, gender, income, habits, likes and dislikes of 
your ideal client you'll be far ahead of the game when it comes 
time to strategize. 

3) Competition - Just as it's important to figure out who you're 
selling to, it's also important to figure out who is already selling 
to them. Once you narrow down who your competition is, you 
can determine what they do that works and what they do that 
doesn't and craft your own campaigns accordingly. 

4) Goals - Just like you've gotta have vision, you also gotta have 
goals. Set a reachable one year goal and this will help you in 
deciding which actions to take along the way. Your goal can be 
financial, or in terms of customers or market share, or all of the 
above. Just be sure to make it lofty enough for a challenge, but 
realistic enough to stay focused. 

5) The Strategy - Once you've figured out all of the above 
elements, it's time for the strategies themselves. What marketing 
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actions are you going to take over the coming year that will 
enable you to reach your goals? Will you be doing radio spots? 
Print ads? Web marketing? A combination of the three? There 
are countless tactics you can use. If you can't decide which way 


to go you can always hire an agency to help you out. They aren't 
always as expensive as you think. 


If you can follow these 5 crucial elements of a small busi ness 
marketing plan you'll be well on your way to small business 
success. 


Are you ready to take your small business marketing 

<http:/ jwww.balanceadvertisingsolutions.com> to the next 
level? You'll discover proven and very affordable small business 
market 

ing services including marketing plans that will explode your 
sales when you go here now: Balance Advertising Solutions 


<http:/ jwww.balanceadvertisingsolutions.com > 
How PC Repair Service Firms Get Great 


Business Clients 


If you are trying to start a PC repair service, you need to know 
exactly how to build your business and attract great clients that 
will bring you steady revenue. Why? 


Because if you think your PC repair service can survive by 
catering to one-shot-deal customers, home users, and residential 
customers, you are to put it mildly... delusional. 

Many entrepreneurs in the technology field feel lost as they are 
trying to start a PC repair service business, particularly when 
they work with small businesses and are running a one-or-two 
person operation. If this describes you, you know you will have 
to wear many different "hats" at the beginning, playing the role 
of 
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bookkeeper, accountant, marketing coordinator, salesperson and 
of course computer repair person doing all the work in the field. 
To help you start your PC repair service efficiently, consider the 


following 6 critical business-building ideas. 


1. Understand Your Business Model and Target Audience. 
Remember that it's not practical to be all things to all peo ple. 
But, you can absolutely be all things to some people. As a small 
business PC repair service owner, you will not have the 
advertising budget to market to everyone. So instead, find a very 
targeted audience and focus your efforts there. And be sure to 
figure out which services you will and won't provide. 


2. Find the Right People with Proactive Techniques. Whether 
you are looking for prospects, customers, staff, contrac tors, or 
partners, you need to spend time on marketing weekly. 
Procrastinating will only lead to nightmare clients, unreliable 
employees, and hastily-made bad decisions. The time to make 
important decisions is when you are not operating in crisis mode 
and likely to make mistakes. Be on the lookout for people that 
will help you get where you want to be. 


3. Remember Quality, Not Quantity. Your goal as a PC 

repair service is not to have the biggest customer list. If you 
have 

50 great customers, you are in better shape than someone with 


100 bad customers. Many technology professionals make very 
healthy livings with as few as five or six steady clients. Aim to 
have only the most profitable and stable customers on your list. 
And don't be afraid to get rid of money-losing, time-draining 


customers. 

4* Teach Customers How to Treat You. If you decide to charge 
rock-bottom rates, waste big blocks of time, tolerate verbal 
abuse from customers, accept incomplete payments, and 
continue to service customers that are habitual late-payers, you 
are teaching customers not to respect you. Set policies in stone 
from the be ginning and stick to them to be a happy business 
owner. 

5* Plan for Your Future Success. A full-blown business plan is 
what you ultimately need. But in the beginning as you are 
deciding how to create this, at least work on a weekly business 
development to-do list. Create a document with the task in one 
column and three more columns for each task: how much time 
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you will spend; how much money you will spend; your start and 
end dates for the task. Be religious about filling out this 
document to track where you are spending your time, and how 
much money is coming in and going out. Analyzing this 
regularly will help your business be more profitable and help 
you create a more formal business plan structure. 

6. Know Time is Money. When it comes to your PC re- 

pair service, your time is your inventory. If you owned a store 
that sold products, would you give inventory away? Of course 
not! Because your time is like your inventory when it comes to 
your repair business, you can't afford to give time away either. 
You 

need to know where every 1/4 hour block is going each and 
every week. Your time should fit into one of three categories: (a) 
bill able to a client; (b) management/administration; and (c) 
sales/marketing. If any of your time can't be put into these three 
categories, re-evaluate how you are spending it. 

In this article we discussed 6 critical points for starting a 
business the right way. Learn more about how you can attract 
great, steady, high-paying clients now at http:/ 
jwww.PCRepairServiceTips.com 

served 

Copyright (C),PCRepairServiceTips.com, All Rights Re 


Negativity Has Always Been a Useless 


Marketing Tool 


a 


In elections politicians use negativity because they feel they 
need to. The general consensus among the majority of idea con 
sumers is that it reflects poorly on the one who is negative. 
Advisors of President Obama reportedly had to encourage him 
to show optimism in the face of the recession. It can be easy to 
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look at the numbers and point to a doom and gloom forecast 
and then forget that others respond to the words you speak - or 
in the case of online marketing, the words you write. 

Do potential clients want to hear about the end of the world and 
why they need canned goods and a steel encased room in their 
basement or would they prefer to be shown signs of life? 

We get enough apocalyptic visuals in the theater. Let that be the 
primary place where negativity is sold. In your online store 
present the positive aspects of whatever it is you sell. 

You need to be realistic without 'pie in the sky' platitudes. 
Potential customers need to view you as authentic. When it be 
comes apparent that you are exaggerating, the end result can be 
mistrust and perhaps even personal frustration. 

Some might suggest that providing a negative truth is real istic. 
It may be, but when you accentuate the positive instead of only 
focusing on the negative you have the ability to move your 
potential customer to a place of hope - and hope is selling very 
well these days. 

Most people want to believe things will improve. They want to 
believe in a company that envisions better times to come. They 
want to know that your product can fit in with their way of life, 
is a quality product and is affordable. Your positive answers to 
their unspoken requests for hope can go a very long way. 

The whole idea of negativity can even be problematic when you 
place too much disapproving emphasis on a competitor. Any 
perceived attacks on the competition can be misconstrued as 
mean spirited and unsportsmanlike. 

Most consumers know from personal experience that when they 
have seen others express strong negativity about others it may 
actually be an indication of poor self esteem - one person tears 
another down in order to make themselves look better. They 
may project this truism to your business. They may believe you 
aren't sure of the value of your product, which is why you insist 
on 
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cutting down others who sell something similar. It may not be 
true, but perception often becomes consumer reality. 

Believe it or not most consumers believe they are smart enough 
to figure out who may have the better product. If you trust them 
with the decision making process they may discover quality at 


your doorstep. You can provide a graphic with quality compari 
sons, but do so without editorial comment. You can rave about 
your product in a realistic way and allow consumers to 
understand the positive aspects of what you have to offer. 

All the great American Presidents understood that in order to 
inspire optimism they had to be doggedly and realistically 
optimistic. You may not be president, but you should be a 
leader. Make optimism a part of your marketing plan. It will do 
your business good. 

Now you can 

<http:/ jwww.highpowersites.com > 

<http:/ jwww.highpowersites.com > Sites 

Make A Website or Make Your Own Website incredibly fast at 
HighPower- 


Making a Fortune From Membership 


Sites 


Membership sites are anything where a person signs up but they 
don't agree to buy just the one time thing, they're agreeing to 
buy something that typically is charged monthly. 

Usually if not always, memberships are charged on a monthly 
basis,and can be anything from a health club,to a maga zine, or 
DVD club. 
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Nowadays almost every membership is dealt primarily with 
credit cards,allowing you to charge the member monthly until 
they cancel their membership. 

Membership programs can be a great idea,but can be cost ly,and 
totally hectic without the software to manage and maintain your 
business. 

What kind of software do you need?? You need software that is 
automated so you can send your new (and existing mem bers) 


content in a spaced interval that's predefined so that you don't 
have to do the very laborious job of keeping people in groups 
and making sure people are up to speed on your membership. 
You can start anybody at any point in time, and they get their 
first membership info and it comes out to them spaced as you 
set it in the software. 

Could you imagine trying to keep track of credit card pay 
ments,who joined (and when) who cancelled,and who gets mem 
bership bonuses for being a member for a certain period of 
time?? It would be practically impossible for someone to 
manually oper ate this kind of business,and this would put out 
of business.....in other words, DON'T DO IT!! 

Make sure that if you decide to run a membership program, 
make sure that you have the software to operate the program, 
and that you know how to use it,and get ready to pay a hefty 
price tag for it. 

I hope you found this to be very helpful and I was able to get 
your interest sparked in yet another area where you can go 
make a lot of money, which is the power of using membership 
programs. 


If you found this article helpful,then great! I have an affili ate 
program that will teach you how to build a six-figure a month 
business on the internet 


If you want to make money online, join me before it's too late. 
http:/ jwww.BestBigTicket.com 


pO 
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Chiropractic Social Networking and 


Branding in 2009 


As a practicing chiropractor in the new online age of com 
munication, it is vitally important to create your own brand. 


This means letting people know that you are out there and 
standing out from the DC next door. Chances are, there are other 
practices in your area competing for new patients locally so you 
need to have the edge that will make potential visitors select 
you when given the choice. 

Chiropractic social networking and internet marketing is the 
perfect way to brand yourself and do just that. In today's time, 
though, you have to get a little creative on how you market on 
the internet. Reason being, so you can be the practice that gets 
all of the attention. 

One way to really stand out among the rest is to use chiro 
practic social networking on sites like Facebook, Myspace, 
Twitter, and Linkedln to your advantage. If you currently 
frequent social networks in your personal life, you know that 
you can add people to your friends list that are from your 
specific area. This can be a phenomenal marketing tool if 
harnessed correctly. 

Each friend request that you send automatically sends an email 
to that person and they are prompted to have a look at your 
profile. The people you add must approve you so that you can 
be on their list. This means them adding you is their way of 
giving you permission to establish a relationship with them. This 
is a huge reason why social networking has become a super 
effective method of chiropractic marketing. 

What you want to do is to join many social networking sites. If 
you don't have the time to do this, then you can have your CA or 
marketing director take care of these tasks so you can go about 
business as usual and have someone working to bring in your 
business with social media. This is the perfect marriage because 
it will more than pay for itself since outsourcing to a staff 
member to 
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get the job done is much more cost effective than having to hire 
someone else to do it or take your free time to do it alone. 

Once you have your profile pages up and running along with 
friends added to your list, you can then start softly marketing to 
these individuals. Social networking sites provide chiropractors 
and other businesses with different avenues to market. You have 
blogs that you can write in, videos you can post, and there are 
bulletin systems where you can tell your friends about special 


offers that you may have within your practice. There are also 
instant messenger systems that you can contact friends through. 
Status updates allow you to let everyone know what is going on 
with you or the practice and what sort of help you can offer 
them. It is always important to be able to offer those on your 
friends list a little something special so that they will resonate 
with you and potentially become patients. Be yourself, share 
some personal information, and let them know that your 
practice can take care of their many health concerns. Since 
chiropractic care is known to help other ailments aside from 
back problems, many people will be appreciative of having this 
knowledge. 

So, go ahead and plunge into chiropractic internet market ing 
with social networks. That way you can brand yourself and be 
the top-dog in your community fast. Doing a little every day can 
get you a flood of patients walking through your door and give 
you local celebrity status! 

- Matthew J. Loop, DC 

Want to get New Patients with free chiropractic social net 
working <http:/ jdcincome.com> ? See why Web 2.0 and social 
media marketing has taken the profession by storm! Visit http:/ 
/DCincome.com right now to get truckloads of visitors to your 
website 
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B2B -It's Got to Be With Personality 


Does your business service other businesses? If so, you may be 
tempted to put all your marketing communications in 
'pbusiness-speak'. There are a few different forms of business- 
speak 

(BS for short ... no vulgarity intended): 

-The T'I show you mine if you show me yours' technique: This is 
where you promise to reveal what you can do for the pros pect 
only after they've shown you their budget. (It also applies to 
networking events where you only take their card after they've 
taken yours) 


-The Cordon Techno-babble bleu technique: Your market ing 
document is highly seasoned with technical phrases and terms 
such as: "... the efficacy of our strategies will result in demonstra 
ble improvement to fiscal management," and: " ... we are 
confident the paradigms of your key personnel will be realigned 
in accor dance with the strategic competencies we can devise ..." 
- The Basement bargain jargon technique: Similar to the 

Cordon techno-babble bleu but is less formal. Commonly used 
by 

'creatives' ( artists, designers, writers ... who, moi?) to show that 
they're 'down with it', have their finger on the pulse of the latest 
'exogeneric’ buzzword that the industry's humming. 

- The Formalese to please technique: This technique relies on an 
eighteenth century understanding of manners and High Tea. "We 
are delighted to announce the launch of our latest enterprise and 
cordially invite you to inspect our wares at your earliest 
convem.ence." 

Still tempted? Don't be. Marketing is marketing and, whether 
you're targeting other businesses or consumers, the principal 
target is the same-a person. A Linux specialist may communicate 
with the Head of LT., an occupational therapist may 
communicate with the Rehabilitation Coordinator; a graphic 
designer, with the Marketing Supervisor. 
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Each interaction involves communicating with a persona person 
who has problems to solve and solutions to find. So, write to the 
individual rather than the company and offer to solve her 
problem. 

Show Betty in LT. how you can halve the number of com plaints 
to the Help Desk. Tell Wayne in Human Resources how you can 
get his injured workers back to work in record time. Send Ray in 
Marketing a chai latte sachet with your marketing letter and 
invite him to relax as he checks out your portfolio. 

In short, make it personal-with no BS in sight. 

(c)Carol Dorman-- 2008 

Carol Dorman, owner of Quill Writing Services, also pub lishes 
Communicate, the monthly newsletter for small business owners 
who want to raise their profile and increase their profits by 
harnessing the power of words. Subscribe today at http:/ 
jwww.quillwritingservices.com.au and receive a free copy of her 


report: How to Convince your Target Market to Buy from You 
You are welcome to use this article provided it is unaltered, 
including the author information 


Guide to Choosing the Correct Paper 


There is a huge array of paper available to buy and it can be 
difficult to decide what the correct type to choose is. There are 
so many sizes, weights and types for your printer so this helpful 
guide should assist you finding the most suitable, whether it be 
for the 
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office or home, for everyday printing or professional presenta 
tions. 

Laser, Inkjet or Copier? 

For best results when printing it is important that you choose 
the correct type of paper for your printer/copier/fax. Listed 
below is a short description which should assist you: 
Multifunctional - For everyday use, this paper can be used for 
everything from high volume copying, presentations and reports 
and correspondence. 

Laser - Ideal for optimum performance for use with laser 
printers 

Copier-Ideal for use with copiers and ideal for high volume 
copying and printing 

Inkjet-Ideal for optimum performance for use with any in kjet 
printer Mono Laser/Copier/Inkjet-Suitable for use with any 
machine which only prints in Mono. 

Color copier/laser - For best results when printing in col our. 
The recommended choice of paper when printing coloured 
graphics, presentations, brochures and newsletters. 

Sizes 

Paper comes in a variety of sizes and is listed in interna tional 
(ISO) size system. Sizes range from Ao (being the largest) 
through to AS. Probably the most common and most familiar to 
all is A4 size as this is what is often used for letters, memos and 


other 


documents. A3 is the next size up from A4 and is an ideal size 
for 

presentation and large graphics. 

Weights & Thicknesses 

The weight or thickness of the paper is measured is grams per 
square metre (gsm). The greater the gsm of a sheet, the thicker 
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it is. The most common weight of paper for everyday use is 
Sogsm, and more professional jobs 100gsm-120gsm. Here are 
just some of the weights that can be found - 75gsm, Sogsm, 
90gsm, 100gsm, 

120gsm, 160gsm, 180gsm, 200gsm 

Other Types of Paper Supplies 

Prestige - Sometimes you need paper which is just that little bit 
special. Prestige paper is ideal for Letter headed paper, letters, 
CVs and any other type of important document. 

Colored - Color paper can be a great way to easily organize your 
office documents by simply assigning a colour to a depart ment 
or document type. 

Recycled Paper - If you have concerns about the environ mental 
impact paper has on the environment you need not worry as 
most products now conform to some sort of environmental 
standard. It can be found in anything up to 100 percent recycled 
and much of the paper on sale these days is FSC sourced. 

Photo Paper-Similar to normal paper, photo paper should be 
treated in the same way when looking for the best results. ie. 
use Photo Laser Paper in Laser printers. Photo paper comes in 
the following finishes: Matt, Gloss, High Gloss, Semi Gloss, Satin 
Matt 


& Photo Matt. 

Mark Meader works for Crane 'the office supplies people’. 
Crane offer all types 

of 

office 

supplies 


<http:/ jwww.easycrane.co.uk > 


including 


paper 
supplies 


<http:/ jwww.easycrane.co.ukjstationery jpaper-supplies.htm > 


Avery labels and pens through to laminating machines and 
shred 
ders as well as an extensive range of recycled office products 
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How to Create Winning Marketing 


With an Ancient Roman Strategy 


Do you know what sets successful marketers apart from the vast 
majority of businesses? Truth is, there are lots of things that 
highly successful marketers do...that most businesses do not 
(and you thought I was going to tell you the ONE secret to 
marketing). 

But underlying all of the many things that the most success ful 
marketers do is one important principal. The principal of "divide 
and conquer". This time tested method for segmenting your 
market into smaller and smaller "sub-markets" is the key 
foundational idea behind all successful marketing. 

Most businesses market too big. 

When asked who their target customer is they'll tell you 
"everybody who needs XYZ". This is never true. In fact the words 
"everybody", "anybody" or "all" are red flags when I ask someone 
who they want to sell to. It's obvious they haven't done their 
homework. 

So what do I mean by "divide and conquer"? It's really sim ple, 
but requires some thought...not a lot, but some. Let's take by 
way of example an engineering firm that sells design services. 


They can design any type of commercial building--offices, retails 
stores, restaurants, fast-food joints, strip malls, schools and fire 
stations. All of these building sites require essentially the same 
design services, done by the same people in the firm. 

Logically, the firm creates a brochure, business cards and a 
website that talks about the design work they do, the 
qualifications of their engineers and the places they work. And, 
somewhere on each marketing piece (I often find it on the back 
cover of bro chures) they list, in bullet form, the various types of 
building sites that they can design. 

First Divide 
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All the money the firm spends on it's pretty brochures, cards and 
website will be wasted because in trying to speak to ALL of the 
possible types of customers they want, they're not speaking to 
any of them. Prospects are people. People who have a plate full 
of problems in their own world. If you're not talking to them in 
their world, individually, you will be ignored. 

So in the case of our engineering firm, they need to divide their 
prospects into categories like: 

*Office building owners/developers 

* Retail store owners 

* Restaurant (not fast food) owners 

* Fast food franchisees 

* Strip Mall Developers 

* School Districts 

* County & City Fire Departments 

When you separate it out like this and think about each type of 
client and what problems they face every day, it's pretty clear 
that you need to communicate with the office folks differently 
than the restaurant people and differently still from the school 
district's facilities planner. 

Then Conquer 

Now that we've divided the firm's universe of potential cli ents 
into logical groupings, we can devise a plan to conquer each 
sub-market. Instead of one brochure and website, I'd create 7, 
one to two page brochures and 7 sub-market focused websites. 
I'd even look for web addresses like retail-site-engineering.com 
or fast food-engineering.com for each sub-market. With each 
marketing piece, we're now able to focus the message on the 


specific indi viduals in each sub-market. We can speak their 
language and talk 
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about the challenges they face without alienating prospects in 
the other groups. 

So set aside an hour to think about who you're marketing too. 
Divide them into groups and conquer each one. 

AEC entrepreneur Steve Gordon publishes the FREE "AEC 
Marketing Secrets E-Course". If you're ready to jump-start your 
marketing, make more money, and have more fun in your engi 
neering, architecture, surveying or environmental firm, get your 
FREE tips now at http:/ jwww.growAECprofits.com 


1 The One Marketing Tool You Must 


Have 


If you could do just one thing to market your business what 
would it be? 


My choice is simple...a monthly newsletter. Why? Market ing 
Guru Dan Kennedy believes (and I agree) that you lose 10% of 
your influence with a customer or prospect each month you 
don't communicate with them. 


If you go for a year without any communication, you've lost all 
influence. It's like starting the relationship all over again. The 
easiest way to keep your influence is to use a monthly 
newsletter. Most businesses don't send a newsletter for one of 
two reasons: 


1. The business owner wants to but never gets around to it. 

2. The business owner is intimidated by the pressure of writing 
something good EVERY MONTH. 
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Neither reason is sufficient. Owner #1 claims he's too busy, but 
the truth is a monthly newsletter allows him to leverage his time 
by writing a single message and sending it out to all of his 


clients. He could never personally deliver that message by phone 
or face-to-face...but in the newsletter it's possible. 


Owner #2 doesn't feel comfortable writing. Tack on the pressure 
she feels to produce great content each month and it becomes 
overwhelming and doesn't get done. 

Really there should be no pressure. There's content all around 
you. Everytime you read the newspaper, a magazine or a book, 
you discover content for your newsletter. Comment on an 
article, an event or a recent trend. It doesn't need to be long. 
One page (about 500 words) is plenty to get started. I clip articles 
and put them in a file. Then review the file when I sit down to 
write our newsletter. It couldn't be easier. 

To trim the cost, consider using an email newsletter. Ser vices 
such as iContact.com, aweber.com or constantcontact.com allow 
you to upload a list of clients, create a message and send it 
within minutes of signing up. 

There are also services such as Jim Palmer's Success Ad 

vantage http:/ jwww.successadvantage. net 

<http:/ jwww.successadvantage.net/> that will provide you 
with content or even take care of the entire newsletter 
production. You just give them the mailing list. So really there's 
no excuse for not having one. It's the simplest and cheapest way 
to stay in front of 

your clients and prospects. 

AEC entrepreneur Steve Gordon publishes the FREE "AEC 
Marketing Secrets E-Course". If you're ready to jump-start your 
marketing, make more money, and have more fun in your engi 
neering, architecture, surveying or environmental firm, get your 
FREE tips now at http:/ jwww.growAECprofits.com 
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Business Cards - Symbol of True Pro 


fessionalism 


The world is synchronizing into a global village, but the so ciety 
of an individual is ever expanding. Business professionals or the 


individuals working in the corporate entities need to introduce 
themselves to a larger section of the corporate society. This 
section includes ordinary clients, corporate clients and other 
business professionals etc. In today's hectic world, it is perhaps 
easy for us to introduce ourselves to others, but it is quite a 
difficult task to compel others to remember our introduction. 
Here comes the role of business cards. Through these icons of 
professionalism, one can, not only ensure a permanent and 
sound introduction, but can also display his or her true 
professionalism. 

Business cards are the best method of introduction for business 
professionals. These cards not only serve as the elements of 
introduction but also work as efficient tools of marketing. A well 
designed business card, with the company logo in it, can be effec 
tively used as an instrument of business marketing. Designing a 
business card is an art of creativity. It requires a careful thought 
process and professional expertise to design business cards. The 
information in a business card should be organized in a 
systematic manner, in-order to give it the desired impact. Name 
of the indi vidual, office address, e-mail address, website, 
telephone num bers, fax and all the requisite information should 
be arranged in a systematic order, to display a professional 
introduction through a business card. 

The paper material or the card on which this information is 
printed should be carefully chosen; as the printing material or 
the quality of the card can make or break your image in the eyes 
of others. In addition to paper or card there are some special 
materi als like plastic (PVC), metallic plastic, magnets, wood etc 
which can also be used for making business cards. The 
dimensions of the card and the style of printing the requisite 
information should be in-accordance with prevailing norms or 
conventions of the respec tive business. The style of the business 
cards should depict the 
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latest fashion, rather than an outdated fashion. Special emphasis 
should be given on the size and color of the company's logo; as 
the logo of the company would play a major role in its 
advertisement. 

Designing a business card is an exclusive art of creativity, which 
requires the input of time and efforts. These little icons of 


business professionalism can be used as best tools for marketing 
any business. Although, the main purpose of a business card is 
the introduction, but it serves the dual purposes of introduction 
as well as advertisement of the business entity to which an 
individual is associated. In this fast paced world of globalization, 
business cards serve as the best method of professional 
introduction. 

UV card - specialize in high quality printing of business cards, 
postcards, club flyer, Brochures, Letterheads and so much more. 
For more information please visit: 

http:/ jwww.uvcards.com/ 


4 Strategies to Leave Your Competition 
in the Dust 


Generally network marketers fall into 4 groups , those who 
generate sales using offline techniques, those who purchase 
leads and follow up using various methods of communication, 
those who prefer advertising on the internet and the last group 
doing a bit of everything. 

Most offline advertisers do not spend a lot of time learning 
online tactics other than pay per visit. Online advertisers and 
promoters commonly dismiss offline as old school and the 
internet being the only wave of the future. 
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Marketing fads come and go, but the time tested strategies will 
still produce excellent results and many cost a fraction of the 
amount they might have even a few years ago. 

4 strategies and tips to keep your marketing efforts fresh and 
productive are as follows: 


1. Never place all your eggs in one basket. Diversify your 
marketing activities and keep good records as to the results you 
are achieving with each one. 


2. Keep learning, few know it all, and by the propensity of new 


and improved marketing secret courses popping up in mil lions 
of email boxes everywhere and on a daily basis, even the 
internet gurus are perfecting their products and knowledge. 


3. Join a mentoring organization or group you have faith in and 
one which is an expert in the marketing field you are most 
interested in. Make your marketing efforts count and be account 
able to someone. There is nothing more lonely than working 
from home, without a support group. There is nothing more 
stagnating to your business than doing the same thing everyday. 
Trends and target markets are for ever changing and to become 
and remain successful the marketer needs to adapt or be left 
behind. 

4* Add one new method of advertising every week. This week it 
might be article writing, next week making you tube videos, the 
next placing ads in small newspapers, the next design ing a car 
magnet or learning S.E.O.. Never stop trying, learning and 
testing to see what works and what does not for your niche 
business. 

Emulate successful people and successful tactics. 

The only way you can ever fail is by giving up. Most success ful 
people failed many times before they hit on the right combina 
tion. 

I hope you have enjoyed reading this article. If you would like 
to know more about a mentoring group I belong to and highly 
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recommend, please visit maverickmoneymakersmasters.com 
<http:/ jwww.maverickmoneymakersmasters.com > for free 
marketing tips and training 


ing? 
Business Blogging Or Social Network 


FCCC 


Is it better to spend your time blogging or to follow people on 
Twitter and keep track of events on Facebook? 


Yes friends, it is starting to happen. You may not have even 
started your new business and are just figuring out what 
platform you want to use for your blog and other people are 
questioning whether your should spend your time blogging or in 
social media. Things changes quickly on the Internet. 
Apparently, depending upon which authority you want to 
believe, Blogs may be losing their authority. That being said, 
according to Technorati the number ofblogs is steadily 
increasing. On the other hand, also according to Technorati 
which maintains an Authority Index, the number of links in 
blogs that readers are visiting is down. 

That being said there are over 346 million people reading blogs 
globally today. 

I am convinced that blogging is completely entrenched in the 
business marketing world. I use this blog to build my credibil 
ity. The purpose of this blog is to encourage midlife readers that 
they can use the Internet for a different approach to their profes 
sion or as a tool for changing their career altogether. 

I use blogs to help me establish trust with readers. I use blogs to 
help me turn myself into a brand that is recognizable yet 
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flexible. I use blogs to establish myself as an expert in knowing 
what needs to be done to move those career changes so they 
work. 

I do that by providing content on my blogs that is useful. I do 
that by providing links to content outside my blogs that are 
useful. I do that by providing links to other resources other than 
myself that readers can feel comfortable using because I have 
recommended these people or programs. I do that by providing 
thought provoking content with authenticity and even some 
humor. 

I use social networking media, such as Twitter and Face book 
and Linked In as tools which enhance all of the goals I am 
promoting on the blog. 

I also realize that most people who are 50 and older are still 
mildly uncomfortable with blogs because they appear more as 
sound bytes, not the detailed reports they are accustomed to 
receiving when they research a subject. I also am very aware 
that social networking, saying what you have to say in 140 
characters, which includes spaces, is even a bit more disturbing. 


Besides, there are few if any controls regarding the subject 
matter in Face book and topics can be raunchy if that is what 
you want to find. Even if you are only looking for business 
related information, it does offend many that profanities are 
tweeted. 

Blogs are important because they enable you to deepen re 
lationships with your readers. Your target market can find 
relevant content that is useful to them and have a place where 
they feel heard. This works very well when you can encourage 
and enable readers to comment and engage with you in your 
blog. 

I invite you to find out more about creating business blogs that 
work. Get found by your ideal clients, build credibiiity, and 
extend your brand and reputation. Visit http:/ 
jwww.BloggingForBusinessWithExperts.com 
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Chiropractic Marketing Using Forums 
and Online Press Releases 


Chiropractic internet marketing consists of more than just 
throwing ads up online and hoping people in your community 
see them and become patients. There is a good amount of 
strategic planning involved, but it can be worth every minute. A 
couple proven and easy chiropractic marketing tactics that you 
can use online are forums and online press releases. 

Let's take a look at forums first as a way to market your practice 
and brand yourself. 

There are forums that are specific to your local area and 
discussions that available for any niche. Either way, they are 
great for link building and establishing an online reputation 
within your community. You want to have as many links on the 
internet as possible so that people can follow them to your site. 
Also, you can get the search engine robots to track those links 
and index your content. When your website is indexed in this 


manner, it's pushed closer to the top of search engine rankings. 
It's vitally important that your chiropractic website have a high 
placement on Google andYahoo because masses of people go to 
search engines and look for specific services daily. It might as 
well be your site that is on the first page instead of the chiroprac 
tor down the street. 

Chiropractic forum marketing is a great way to get your website 
out there so that you can get more patients. When you combine 
this with many other online strategies, it helps the snow ball 
turn into an avalanche. It's a part of your chiropractic internet 
marketing that has to be in play in 2009. It's a good idea to have 
a bunch of online methods that work hand-in-hand so you can 
quickly grow your community exposure to the maximum. 

Now, any time that something great happens within your 
practice or you launch something new, make sure you create 
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online press releases as a part of your chiropractic marketing. 
There are tons of online directories where press releases can be 
submitted. In addition to the world learning more about your 
practice, the press release is linked up to your website. As de 
scribed before, search engine robots will follow that link and so 
will potential new patients. 

But how can you do all of this? This seems like a lot of work, 
doesn't it? Well, it's really not. Some work is involved but consis 
tency is most important. You can't expect to bring in more 
patients without some effort. The good news is, you do not have 
to do everything yourself. You can have your chiropractic 
assistant or marketing director help you so that you can bring in 
the patients you want to make your practice even more 
successful. 

It's better to have someone else doing the job so that you can 
adjust patients and the marketing aspect remain on autopilot. 
Chiropractors typically have enough on their plate to worry 
about. With this in mind, know that your business can't survive 
unless you have consistent new patients and a stellar 
chiropractic mar keting blueprint. When venturing into the 
online world, it's even more important to have a seasoned game 
plan or you can easily make costly mistakes. 

In conclusion, if you are not taking advantage of chiroprac tic 
internet marketing with forums and online press releases, it is 


time to get started. You'll have something the "other" guy doesn't 
and have the potential to become the local celebrity that 
everyone wants to be around. 

- Matthew J. Loop, DC 

Want to get New Patients with free chiropractic internet 
marketing <http:/ jdcincome.com> ? See why Web 2.0 and 
social media marketing have taken the profession by storm! Visit 
http:/ /DCincome.com right now to get truckloads of new 
visitors to your website 
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Show Your Team Spirit in a Unique 


I Way! 


When you think of showing your team spirit at the high school 
football game, it is usually the outcasts in the crowd who come 
to mind. I'm talking about the guy who decided to come to the 
game with all of his limbs painted with the school colors and 
with 'Wildcats!' written on his chest. I think we have all seen 
this person whether it is at a school sporting event or any other 
spirit showing affair. Now, don't get me wrong, showing your 
spirit via body paint and humorous excitement with yelling and 
screaming for your team is not a bad thing, but for those of you 
who are a little less outgoing, I've got a better idea. How about 
custom wristbands and silicone bracelets? 

This year at school we are supporting our school teams a lit tle 
more quietly. Custom Wristbands and silicone bracelets are the 
new look for those who don't want to cover themselves in paint. 
As a school we voted and decided that showing our spirit would 
be a lot easier and less noticeable if we wore wristbands that 
said 'Go Wildcats!' on them. This way, everyone knows that you 
still sup port your team, but that you are just not that 
obnoxiously annoy ing guy in the stands who looks like a Smurf. 
To get your school to think a little more about their spirit 
showing ways, just suggest to them that maybe there is an 
alterna tive to painting yourselves up and down. That is what 


we did, and we got great responses. We aren't saying that you 
shouldn't take advantage of pep rallies and spirit weeks, we are 
just saying that when it is not that time of year, that there is a 
way to express your eternal gratitude to the athletes of your 
school. Silicone wristbands really helped us do that. We ordered 
bright blue bands with yellow swirls and lettering. There were 
so many patterns and designs to choose from and create. We 
ended up selling out and having to order more. 

At one of the basketball games during the winter, when no one 
is brave enough to with stand bare limbs in the cold, we saw 
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just about everybody wearing the cool wristbands, they were a 
big hit, easy to wear, and enjoyable for everyone at school. We 
even saw parents in the audience wearing the bracelets too to 
show their school pride. 

So just remember to remember this, showing your spirit is not 
always about being the most obnoxious crayon in the crayon 
box. If you want to keep it simple, than by all means, keep it 
simple. Wristbands are one simple way of showing your spirit 
quietly but there are also other ways as well. You could get to 
gether for at-shirt making night or you could put a paw print on 
your face or cheek. You could even make cookies with your 
school's sign on them. Whatever you do, do it with pride and 
don't go over the top. If you can try to collaborate with others; 
people always look really cool when they match in large groups! 
Go Wildcats! 

Chuck R Stewart looked online 


< http:/Iwww.wristbandwarehouse.com > 


<http:/Iwww.wristbandwarehouse.com > 

the selection available 

for custom wristbands and silicone wristbands and was thrilled 
with 


Inexpensive Promotional Iterns 


It is a fact that all of us love receiving freebies. If you are in 


doubt, try attending a trade show. You'll discover that 
companies giving out free gifts during such event often get more 
patronage than those that do not hand out free gifts. However, it 
is wrong to think that free gifts are only limited to trade shows 
and similar events. 

Nowadays, companies are now using promotional items as 
incentives for their employees. It is believed that this is the most 
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effective way to boost the morale of their work force. By giving 
out these items, you are showing that you care about your 
employees and appreciate their contribution to the growth of 
the business. 

Promotional items are hot marketing products given as in 
centives to employee of an organization. There is a difference 
however in giving these employees gifts such as pen, mugs, 
mouse mats and giving them quality home accessories. The 
former sets of gifts are often used in the office and may not 
really excite them, but the latter gifts will generate emotions 
from them. They will thank you forever for the nice gifts as 
often as they use it. It is this type of gifts that motivates them to 
perform well than before for your organization. 

The main reason for using incentives is to promote a posi tive 
message within your company. If you give out interesting 
promotion items, the morale of your workforce is usually 
boosted. This is because they will appreciate what you've given 
and help the business to achieve its goals. 

There are a wide range of options out there when you want to 
select promotional items to give away as incentives. Try and 
avoid the old fashioned and normal gifts that people are tired of 
receiving. Go for useful and innovative items like pens, diaries, 
ties, shirts and jackets. You may even design gifts for groups of 
workers that achieve their targets. 

Promotional items can be small items such as pens and cal 
endars or big items like USB flash drives. The former are the 
traditional ones normally used by businesses for promoting their 
products and services. The latter is very useful in transferring 
files from one computer to another. Simply plug into any USB 
port and copy the files into it. When you're through, plug into 
another computer and transfer the saved files into it. These are 
useful items that make the work of an executive easy in some 


instances. 

Ras Reed focuses on interesting information about Promo tional 
Gift Companies <http:/ jwww.about-promotional items.com/ 
index.php > or even Personalised Clothing 


45 


<http:/ jwww.about-promotional-items.com/ideas/index.php > 
on his website 


Emotional Marketing 


Most companies and entrepreneurs seek ways to enhance and 
develop awareness with their customer base. In this economy, 
finding an economic solution is top priority. Postcards have be 
come more popular for many reasons. The key is to find a com 
pany that understands your business and has the knowledge to 
capture attention quickly through content and design. This is 
accomplished through Emotional Marketing. 

Utilizing Emotional Marketing with your postcard helps break 
through the clutter while capturing attention. You have three 
seconds maximum to capture your audience and get atten tion. 
If you have a limited budget and time to spend developing and 
enhancing your relationship with customers, you should 
consider the following: 

The demand on your time is substantial 

There are many websites that offer pre-designed postcards 
where you can simply choose your postcard for delivery. 
Initially, take time to find the right company and develop a 
relationship with them. Unfortunately most postcard websites 
are developed for the masses without the understanding of real 
marketing prac tices. Look for a company that understands your 
business and offers unique designs and content. You want your 
postcard to stand out and get noticed. 

Economy and savings are more important than ever. 
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Savings, economy, and time are best accomplished through 


postcards. It even stands apart from other types of direct mail 
that requires more from you. To start your time; you don't have 
to write lengthy catchy letters that you hope will capture 
attention. Most business owners struggle over what to write and 
lack the skills to communicate their business in a clever or 
convincing way. Plus, you don't have to stuff envelopes! Which 
takes me to the next reason, economy. The postal rates for 
postcards over direct mail is less, sometimes half the cost. This 
can add up quickly depending on your mail out. Now add the 
cost of printing, paper, and labor, your savings using a full color 
postcard is still far less than direct mail and most advertising 
methods. 

Get Attention. 

Perhaps the biggest advantage of postcards is the instant 
impression. Unlike direct mail which has become the scourge of 
most consumers, postcards are noticed immediately. Most direct 
mail pieces are thrown away, without even opening the 
envelope. Not so with creative postcards that are designed to 
catch attention. They are like an open invitation to do business 
with you. The more times it is read and seen by other prospects, 
the more customers you have. 

Few words, large impact. 

You have no other choice. You have limited space on your 
postcard. If you can find pre designed postcards that know your 
customer base than you have found a time saving, valuable mar 
keting tool. Remember to add your slogan to the postcard 
message for branding and a quick, eye catching attention 
grabber. Break through the gluttony of information and make 
your statement fast and with pizzazz. Postcards are a key tool in 
today's world of economic, effective, marketing. 

A brief message or enticing offer combined with captivating 
design and graphics will generate sales, inform customers, and 
increase brand awareness. You can view examples of Emotional 
Marketing at Quicklmpress <http:/ /shop.quickimpress.com >. 
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Author Gayla Allen understands the power of Emotional 
Marketing. As CEO of Quicklmpress, she incorporates this knowl 
edge base into every product. She understands how EA 
positively impacts the results of any marketing campaign. In 
today's econ omy, every dollar spent to promote and enhance 


your business and product must be used wisely and effectively. 
Emotional Mar keting is key 


What Are Some Words That Find Hot 
Buttons in Nearly Everybody? 


eee 


"Words are more powerful than we generally recognize." Words 
are probably the most powerful force in life. With 

words we express love and hate. With words we can lift up the 
spirits of others or destroy their will to try. Words make laws, 
set agreements, enforce treaties, or declare war. Words softly 
and lovingly breathe into our soul, can stimulate us to joy and 
peace and intense feelings. 

Other words can stir to rage or fill with terror. With words we 
praise God or curse him. With words we draw others into 
intimate companionship or drive them from us in disgust. Truly 
the spoken word affects every part of our lives, including our 
inner-shaping. Our self-thought controls our outer performances, 
just as surely as the verbal expressions do. The key--learning the 
words--is the basis of all significant accomplishment in the "peo 
ple" business. (Anything to do with Marketing, sales and manage 
ment!) 

"A building covers an entire city block. The key that unlocks the 
door to that building takes up very little space in your pocket. 
Yet that key permits you to make a complete inspection of every 
thing in that building. Stored-up knowledge about a particular 
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subject, profession, science or business may be compared to this 
building. The key that unlocks the door to this knowledge is 
words. Once the door is opened, the knowledge is yours." 

Earl Prevette,L.L.B., said these words, answering the ques tion, 
"How did you do it?" (He completed 32 courses in Law-passed 
the State Board of Examiners-- was licensed as an Attor ney-at- 
Law and graduated with a college degree--all in 5 months!) 
"HOT BUTTONS are words we can learn and use and we can 
recognize the strong signals they produce in the people we are 


speaking with.* 

What are some of the words that find HOT BUTTONS in nearly 
everyone? These are words that produce waves of attraction or 
repulsion, generally they cause us to churn inside so much that 
can't help showing strong signals outside. The signals may be as 
subtle as a bead of sweat or as extreme as a physical outburst. 

* 15 HOT BUTTONS!* Or words that nearly everybody can't 
help strongly responding to. 

"Sex, death, money, failure, love, pain, flag, communist, doctor, 
(dentist), cancer, strong, nigger, dogs, kike, mother." Obviously, 
some words have stronger responses than others. Obviously, 
these change as society changes. 

"Sad, mad, scared, and glad are conditions when people spend 
money." (Make them feel good.) 

People will spend money when they are sad--at a florist shop or 
in a funeral home. And they'll spend money when they are 
mad--in a lawyer's office. 

They'll even spend money when they are scared--in a gun shop 
(thank you, Obama). Since all of us can't be in these busi nesses 
the only other time they'll buy is when they are GLAD. These 
based human emotional conditions. If you are dealing with 
human beings they all have emotional conditions regardless of 
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sub-category. Don't be fooled! People are either mad, scared, sad 
or glad. 

* So what is your job?* 

To make sure they are GLAD! Glad about you. Glad about your 
product or service. Glad about its benefits. Glad to be doing 
business with you. 

"People love to spend money!" 

That may be contrary to popular opinion but its true. They 
especially enjoy doing it when and where they are happy (glad) 
and comfortable. Your job is to create, control and maintain that 
atmosphere. (At least that's what the wealthy salespeople 
do...and they are very glad about it!) 

You've learned how powerful words can be. In selling situa tions 
you can't live without using them. HOT BUTTONS are emotional 
words that have strong signals that anyone can recog nize. 
People buy based upon emotional responses to words. You want 
use this knowledge to improve your closing rate, to make more 


sales, to provide more complete service to your customers or to 
stay in business. 

Doc Miller 

yesdocmiller@gmail.com </yesdocmiller@ gmail.com > 

Doc Miller has a long history of doing business. In his col lege 
years he started a service business that evolved into a mini 
conglomerate. He has owned and sold a number of his 
businesses. He currently coaches and consults with owners and 
managers in retail and service industries 


pO 
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Are You Looking For Your Niche in All 
the Wrong Places? 


I've heard dozens and dozens of life insurance agents, coaches, 
and other professional solution providers complain that they 
have not been able to find their ideal niche. Is that a problem 
for you too? Have you been able to find that certain market 
where you are well accepted and where your results, profits, are 
the best and most reliable? Or are you still looking for just the 
right audi ence? 


If you are still reading this, because you have not found the best 
possible place for you and your services - maybe it's because you 
are looking in the wrong places or looking at the problem from 
the wrong point of view, making it harder than it should ever 
be. 


Finding your niche could not be more straightforward. You just 
choose who you want to serve and then do it. The actual reason, 
from my experience, that people can't seem to find their niche - 
is their inability to describe what makes them and their offerings 
unique, desirable, and beneficial to their target audience. 

The essence of attraction marketing is clearly articulating your 
benefit to your specific audience so that the right members of 
that audience, the ones ready to buy, will be attracted to you 


and seek you out. 

Think of it the way the matador thinks of it when he enters the 
bull ring. He is the target of the bull because the bull has a 
clearly defined market for what he offers - a ride on his horns. 
The matador's cape is how the matador attracts the bull's 
attention - attraction in action. Because the bull already knows 
he wants to attack the matador, he just needs someone waving 
some thing around to get him focused in the right direction. 

So, if you can't seem to find your niche - maybe your cape is not 
getting the attention of the right people. 
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First, get a clear picture of what your service offers the exact 
target of your interest. That's 90% of the challenge. The rest is 
just figuring out where they are and how to get to them there - 
or better yet, how to get them to come to you. 

Maybe that's why, when you lose business to a clearly infe rior 
(in your mind) competitor or your prospect buys life insur ance 
from a company that does not measure up (based on your 
assessment) -it's not about them, it's about you. You did not give 
them the reason they needed, what benefits you have that no 
one else has! 

What is it about your benefit statement that attracts the people 
you want to attract and sends the rest out looking for folks you 
can serve, and bringing them to you? 

When your benefit statement is so clear and so focused that 
people who are not your ideal prospects recognize immediately 
that they know someone who should be talking to you right 
now, you've got it. 

Let's face it, we already know everyone we know - so when we 
get our message right we can get in front of them. It's the people 
we do not know and will never come in contact with and who 
need our services - the big list, that our friends and associates 
can send us to that will make all the difference. 

We must help those who would help us by being 100% clear 

- who we serve, why and how. It's our way of exciting the mole 
cules-getting them in motion so they can bring us the people 
they know we can help. 

Those of us who must market, sell, and deliver our services often 
find ourselves - especially in social situations, uneasy about the 
possible reception of people we meet for the first time. "I already 


have enough insurance." is a frequent comment instantly 
delivered upon hearing that the person who has just introduced 
themselves at a party is an insurance agent. 
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Let's replay that scenario. You are a business coach who helps 
Dentists staff their offices with assistants, receptionists, and 
hygienists who are exceptional at patient support. The result is 
many more referrals from satisfied patients. 

When meeting someone at a party - after telling them the 

45 second version of what you do, they might say "My sister is a 
Dentist and she was just complaining about the number of new 
patients from referrals in her office. If I get her on the phone 
will you talk to her?" 

A well considered specific benefit statement identifies who 
needs what you're selling and why, something at least as impor 
tant to the folks you do not want as clients as it is to those you 
do. 

Effectiveness Strategies is a place for professional solution 
providers, life insurance agents, accountants, lawyers, business 
coaches and others who want to grow their practices by helping 
their clients think strategically, plan comprehensively, and 
execute flawlessly - knowing that they can help them outpace 
those who simply set goals and hope for the best 

These professionals understand the importance of develop ing 
skills and relationship that will continuously move them toward 
their objectives, becoming even more successful in the future 
than you are today. Successful professionals are always on the 
lookout for ideas and resources to help them. They are also 
looking for creative ways of marketing professional services 
<http:/ jwww.EffectivenessStrategies.com> and are willing to 
share their insights on what's working for them with their peers. 
See what other professionals are doing successfully and 
contribute to the discussion! 

Each of us is concerned about the continuous refinement of our 
strategies and tactics toward enhanced productivity and greater 
profitability. And yet for most of us there is a gap between 
where we are and where we want to be next year and the year 
after that 
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If you had the tools to achieve greater success, as an emerg ing 
professional, would you use them? Why don't you take a few 
minutes and see what others are doing and get involved with 
people who want to make 2009 their best, most profitable, and 
most productive year ever. You may be able to dramatically im 
prove your profitability, identify the missing pieces in your busi 
ness puzzle, and reduce unnecessary bottom line costs. Go here 
for access to the evolving content we are adding continuously to 
help you grow your business. http:/ 
jwww.EffectivenessStrategies.com 


A Car Dealer Marketing Lesson 


A common problem with many coaching websites is that they 
don't effectively lead your prospect towards becoming your 
client. Many just function as an "online brochure" in which they 
do nothing more than list credentials, contact information, and 
perhaps a bio. 

This kind of website is okay if you want to be able to rattle off a 
website address on your business card simply to say that you 
have one. 

But, the chances are great that you won't get much from your 
website because there isn't anything that leads visitors to take 
action toward becoming your client. 

So what should you do? 

You need to watch the car dealers(... but not the used car 
dealers)! 

What they do is so simple but ingenious. 
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Think about your dream car. Think back to the last time you 
were either watching a TV commercial or looking at a brochure 
that featured your dream car. 

Recall how your mind started to fill with visions of life with 
your new favorite car - taking a relaxing drive for fresh air on a 
sunny Sunday afternoon, racing along windy open roads in a 
sports car that clamps onto the road, or cruising through town in 


a lux-ury car feeling high class. 

The vision is powerful and motivating. But even more pow erful 
are just a few words that pop out at you as you watch the 
commercial- "Test Drive Today!" 

It's just a few words, but they make all the difference. They lead 
you from desire to action. They move you from your comfy seat 
towards your dreams. 

At the dealership, you test drive the car and before you know it, 
you begin to figure out the financing aspects. Lo and behold, 
you are on your way to a new car! 

So, back to selling your coaching wares. 

When you have a prospect that is considering your services, 
whether you've met them while out networking or someone re 
ferred them to you, give them a simple, easy and motivating 
way to take action. 

Give them a fr-ee "test drive" of your coaching services. 

It helps them learn what your services are like, if they have n't 
ever been coached before, or have been coached in a different 
style. It helps them gain trust and familiarity with you. 

Most importantly, it gives them a tasty helping of coaching. 
Afterwards, the feeling of success, or overcoming a challenge, or 
getting clarity, or eliminating confusion, or feeling confident 
about the future ... will help get their emotions going. 
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They will have more trust and familiarity with your services and 
will move along your sales path. 

Two other common types of "try before you buy" things that you 
can do are: 

Give a fr-ee assessment. By making a small evaluation of their 
situation and giving some recommendation, they can taste what 
it's like to be helped by you. You can automate this too, to cost 
you virtually no time. 

Give a fr-ee article discussing their problem and how to solve it. 
A well written article that takes them through their prob lem to 
a resolution will give them an experience of success with you - a 
good way to convince them. 

So take it from the car dealers. Let your prospects experi ence an 
exhilarating drive around your coaching racetrack and let them 
see and feel a sample of driving with you. 

After their fr-ee ride, you 'II be there, ready to take them across 


to the next starting gate - your coaching program! 

Kenn Schroder, specialist in websites for coaches, helps business, 
career and life coaches coaches create client-attracting websites 
Get a copy of his FREE report on coaching websites, 5 Web 

site Strategies for Attracting Coaching Clients This report 
contains 

5 strategies that top coaches use to create a consistently full pipe 
line of fun-to-work-with, paying clients 

Get your copy at: http:/ jwww.CoachingSitesThatWork.com 


The Energy of Massage Marketing 
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What Is Massage Marketing? 

Marketing is simple - it's purely every single interaction you 
have with a potential client. This is your advertising, your 
business cards, your brochures and your fliers as well as the way 
you an swer the phone, the look and feel of your "office" and the 
way you speak to your potential clients. 

The key is keeping everything consistent, so you're giving out 
the same message in every single thing you do. When you do 
this, your potential clients start to associate you with that 
message. 

Marketing Your Massage Business Is Essentially About 
Marketing "You" 


"You". 


When it comes to marketing, what you're actually selling is 
Any MT can give a someone a massage. What makes your 
massage unique is, quite simply, "You". Your skills, your 
personal ity, your energy and your specialty. 

"You" are the reason someone would choose to have a mas sage 
from you instead of another MT. And your marketing needs to 
reflect this. Because if you sell "You" effectively, you'll end up 
with more clients than you know what to do with, whereas if 
you can't, or don't want to, sell "You", there is nothing to 
differentiate your massages from the MT down the street. 
Marketing Is All About The Relationships 

Effective marketing is all about developing the relationship 


between you and your potential clients and actual clients. You 
do this by building rapport between you, then delivering value 
to your clients and increasing their confidence and trust in you 
and your services. 

While you're almost certainly doing this with your existing 
clients already, what most MT's miss out on is starting this 
process with their potential clients in their marketing. 
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How? 

The first thing you'll want to do is make your marketing all 
about your potential clients. 

What do they want from your service? This is what needs to be 
prominent in all your marketing. And remember, marketing isn't 
just about advertising... it's everything you do. 

Your message has to come across in the colors you use in your 
marketing material, as well as the words. It has to come across 
in the feel of your "office". It has to come across in the way you 
answer your phone, as well as the look and feel of your web site. 
In short that message has to be in the look, sound, feel and 
energy of everything your potential clients encounter about your 
massage business. 

The Next Step 


If you want to make your marketing effective, request the free 7 
Steps To Instant Clients program from Massage Marketing Made 
Easy. 


It will help you make your massage marketing 


<http:/ jwww.massagemarketingmadeeasy.com> speak to your 
potential clients, so they become paying clients! 

ents 

Karen Dimmick CHt helps massage therapists get more eli- 
Would you like another 10 (or more) clients this week? 


If so, visit MASSAGE MARKETING 


<http:/ jwww.MassageMarketingMadeEasy.com > MADE EASY 
to find out how to get them.. 
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Packaging-Real Brand Value! 


Marketplace competition is stiff! 

So how can we get customers to purchase our products? Great 
packaging! 

Nothing gets a customers attention like an outstanding package 
design. 

At the point of purchase, packaging is the direct link with the 
consumer. 

Packaging appeals to you customers sense of style and de 

sires to help them make a decision. 

Marketing and advertising play their roles, but neither is as 
close to your product when the decision to purchase (shopping 
experience) is made at store level. Packaging, draws in the con 
sumer and changes their view of our brand, to make that 
purchase. 

So we need to think about our packaging and the choices we 
make when we package our product. If the packaging is not 
draw ing attention nobody's buying our product! 

Great packaging design supports the brand and in many cases 
creates the brand. Weather your packaging is for the con sumer 
retail or business to business it will reflect a brand. Know your 
market well and you will have good penetration. Also a good 
design will continue to work for years to come, building loyalty 
along the way. So know your customers well! 

Everything from no name brands to high profile brands are 
intentionally packaged to fit a specific marketplace. They are 
branded and then designed to fit that branding. 
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So if yellow is your favorite colour and you think that it'll make 
a great statement, you better think about what message your 
product will be sending and to whom? 

Proper branding and packaging will catch your consumers eye, 
see your profits soar, and build brand loyalty. 

Packaging job is to ...sell your product! ...Sell your brand! 

In today's market place especially with consumers cutting back 
on spending, don't discount the importance of a cohesive 
packaging marketing strategy. Don't think as packaging as an 
after thought (something to put your product in). Include your 


packag ing in parallel with your product development. This way 
you can have real brand cohesiveness from packaging to 
product. 

You need to get the customers attention...people shop by looking 
for solutions to their problems whether it's a cleaning product or 
a cosmetic. They will make their purchase decisions in 


2.6 seconds. Great packaging can help your customers make that 
decision in your favor! 


The large consumer brands are continually trying to find out 
more information about the Shopping experience, how people 
shop, how they decide to purchase, and why specific products or 
brands. They then implement a strategy and design packaging 
that delivers the perfect experience; one emotionally connected 
to your target consumer! 

So here are a few points to consider when packaging your 
product 


1. What's your market? 
2. Who is the competition? 


3. What is your unique selling proposition? 

4* Price points? 

I suggest hiring a packaging design professional to get the 
process right...! 
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Don't skimp when it comes to packaging, you've taken the time 
to develop your product be sure to spend time and develop your 
packaging. Remember, your packaging is what's on the shelf in 
the store. If it's not developed properly people will pass it by, 
and so will your profits. If you don't think that packaging your 
product is important think again. 

To capture your unfair market share, an intelligent packag ing 
strategy should form the central component in a company's 
marketing strategy. 

Apple understands the connection between people and 
packaging. 

"Apple has an understanding others don't, that there's an 
interface between 

people and the packages that happens before you even reach the 
product,"..."What kind of experience do you want your cus- 


tomers to have with the package?" Laura Blix-Assistant Professor 
Michigan State University 

School of Packaging 

That's real packaging power! 

Anthony is happy to help solve packing issues, and has been 
building global brands through innovative packaging for top-tier 
companies. His visions and expertise in design has driven 
notable growth in the retail, luxury, and general consumer good 
sectors 

learn more at http:/ jtestaconcepts.com 
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What Economic Development Agencies 
Can Learn From How Private Businesses 
Treat Their Customers 


I've worked for a number of small, private sector companies in 
the US and worked with others from the UK, all trying to grow 
their international business. I've worked for them in good times 
and in pretty bad times. But they all had one thing in common - 
when they got customers, they paid a lot of attention to looking 
after them. 

You can see the same principle at work among the informa tion 
marketers - like us, people who rely on making their way in the 
world by providing useful information that others can use to 
improve their own situation. And the one thing that the best of 
them do - and consistently-is to keep in contact with their 
current customers. 

Now they, like IPAs and private businesses, obviously have to 
continue their efforts to find new business. But, when the going 
gets tough, the tough get going - first of all to stay in touch with 
the people who are helping to keep them going: their customers. 
As far back as the 1980's, Frederick Reichheld, from the Bain 


Consulting company, undertook research on the impact of 
loyalty in business and found that those companies that took a 
deliberate decision to look after their clients over the long term 
(and to look after their own employees too, interestingly 
enough) enjoyed overhead costs 15% below their competitors’ 
and growth rates that were 22% higher. 

Perhaps the first step economic development agencies and 
governments need to take is a much greater effort to develop 
deeper relationships with existing investors. Next would be advo 
cating to their political masters that 'aftercare' might often 
happen without the IPA's direct involvement, but that the 
question that really needs to be asked is: 'How much more could 
we get if we put 
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more effort into it' and: 'How much reinvestment are we losing 
that we don't even know about?'. The final step, that I'll talk 
about next time, would be to make an effort to join the dots in a 
much more coherent way between the respective effort made to 
win new investors, help existing investors and grow local 
companies. 

Derek Perkins 

Trade and investment promotion services for economic 

growth 


T: +1978 443 6181 


E: derek@perkinsassociates.com </derek@perkins- 
associates.com > 
W: http:/ jwww.perkinsassociates. biz 
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B: http://winningfdi.wordpress.com 


Illustration For Technical and Market 


ing Publications- A New Approach 


Both technical and marketing literature rely on illustration to 
drive a point home, whether it's instructing a technician how to 
replace a component in a machine or educating a potential cus 
tomer on the merits of a product. 

Consider the person shopping online for a product. Would they 
buy a piece of jewellery or a car sight-unseen? Whether or not 
we're conscious of it, images are what draw us to a product first. 
We are, after all, a society that craves instant gratification. Good 
illustrations are essential to attracting buyers and keeping those 
who use and maintain products properly informed. 

So, what options are available for illustrations? Let's start with 
technical illustration. Even within the last decade, we still relied 
to a large degree on artists to do "pen and ink" line illustra tions 
from photographs or personal observation. Today, those 
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same artists have either totally embraced the digital world or 
have retired from doing technical illustration altogether. 

Why? If a client company designs its products using CAD 
(Computer Aided Design) software, the drawing elements 
already exist. An illustrator can import the "three D" CAD files, 
rotate them, "explode" them to show how the product is 
assembled, render (colour & shade) and otherwise embellish 
them to suit a specific purpose - at a lower cost and on a shorter 
timeline than for hand-drawn versions. 

Thanks to Adobe(r) Acrobat@'s ubiquitous PDF (Portable 
Document Format) files, even non-artists can extract part or all 
of a CAD illustration exported in PDF for use in technical 
documents. This writer has personally zoomed in on larger 
exploded CAD drawings to create illustrations that highlight a 
particular part of an assembly, using Acrobat@'s crop tool. It's 
also possible to annotate a drawing to provide reference to a 
particular part men tioned in the text of the document, this time 
using Acrobat@'s callout tool. This approach creates huge 
savings. 


If your company doesn't use CAD, however, don't even think 
about assigning illustration tasks to just any employee. You can't 
afford the loss of credence from amateur-looking literature. 
Subcontract to a CAD designer/artist or, alternately, a 
commercial photographer. Both have gone through a steep 


learning curve and job time to learn their craft - something an 
inexperienced em ployee cannot start to compete with. 


Is your interest more in the marketing realm? Perhaps you're the 
company's webmaster or are responsible for producing e-zines 
and brochures. A technical illustrator can still come to the 
rescue by taking CAD files and creating colourful cutaways to 
show how your product works, or why it's built better. And, to 
embellish the piece, why not also consider stock photography or 
clip art? 

In the digital age, customers expect accurate, rapid delivery of 
information, and a professional look in the company's literature 
and web presentation. Make sure your illustrations support that 
good impression. 
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Gordon Wood is an engineer, writer and stock photogra pher. 
His main activity is technical writing, which he conducts 
through his company, Task Partner (http:/ jtaskpartner.ca). He 
has served in various industries, including microelectronics, anti 
submarine warfare equipment development, heavy equipment 
manufacturing, medical imaging systems, digital projection sys 
tems and contract electronic manufacturing. Gordon's photo 
graphic work can also be viewed at http:/ /realworldphoto.com 


Marketing & Sales Management - Con 


sumer Psychology on the Web 


I was talking with a prospective customer the other day, and she 
unloaded a bunch of Web site problems on me. 

She said, "Rick, we have tons of people on our site every day, 
but they don't call and they don't fill out the contact form. We're 
sitting over here racking our brain because we just can't figure 
out why." 

So I asked her a couple questions about the Web site's copy. 
(That's usually a good place to start.) 

She said, "Oh, we have tons of copy. We talk about our staff and 
how long we've been in business. We talk about our services and 
all of the things we do." 

Ouch! 

And problem number one surfaced. Her Web site copy was 
written without regard for the consumer. They talk too much 
(and only) about themselves. 
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To be effective, Web site copy must address the consumer. And 
understanding the consumer's mindset and buying motiva tion is 
the best way to convert visitors into customers (or leads). 
Consumer psychology is loosely defined as understanding how 
consumers think, feel, justify, and decide among purchase 
alternatives. And a Web site can be a powerful tool used to influ 
ence that purchase decision. 

Let's take a closer look... 

Consumers have a "what's in it for me" mentality. They are more 
apt to buy (or interact with a Web site) only when they think, 
feel, see and understand how the featured product or service 
will help make their life or job easier. 

So how do you understand the mindset of prospective cus 
tomers and develop influential Web site copy? 

Start with your existing customers. 

Conduct several interviews. Find out why they purchased from 
you and uncover the factors that influenced his or her buying 


decision. 

Don't stop there. Ask great questions when talking with 
prospective customers. Find out what they look for in a brand or 
supplier. You'd be amazed at how much you will learn. 

Take the most common factors and wrap your products and 
services around their needs. Concentrate on the benefits address 
ing only the consumer. 

Remember, consumers don't care about you or how great your 
business is. Avoid using the words "we" and "us" too much. 
Concentrate on using and crafting your message around the 
word «you. 

I understand using the word "you" is considered poor busi 

ness writing, but online copy is not an annual report or a 
corporate 
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memo. The Web is a one-on-one communication tool. Take 
advan 

tage of it. 

Picture this... 

Would you spend an hour taking about yourself in third person 
during a sales meeting? Your prospective customer would fall 
asleep -- or worse yet --they'd probably get up and leave. 


If you're having trouble with online sales and capturing leads, 
start by modifying your home page copy. Just make sure you 
know how to calculate home page effectiveness and track 
improvements. 


About the author: Rick Costello, The Web Site Profit Doctor is a 
Chicago Web Designer 

<http:/ jwww.WebDSiteProfitDoctor.com/> and Internet Market 
ing Consultant who can help your Web Site sell more product 
and capture more sales leads. Services range from Search Engine 
Marketin to eCommerce Development 

<http:/ jwww.WebSiteProfitDoctor.com/website-design 


development.asp > 


Marketing Advice - 5 Steps to Get Your 


Marketing Unstuck 


Do you get confused over which marketing strategies to use? 
Want some advice on what you should do first? 

Recently one of my clients, a design business, was in the same 
situation. Partners Steve and Wayne have been in business 
around 7 years. They are making good money and have a great 
reputation in their industry. 
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The Problem 

They do get regular referrals but Steve was worried because 
they were not getting the sort of referrals they really want. They 
want new clients who have a better understanding of the sort of 
work they do. They want clients who are willing to pay for a 
quality outcome. 

Steve and Wayne were stuck without any purposeful mar keting 
strategies. They could not attract the sort of clients they want. 
Remember: No marketing = no control over the future of the 
business. 

The Solution 

So how did I get their marketing unstuck? 

By following these steps. You can do the same. 


(1) Who do you want as clients? 


Firstly, lets be clear about which type of clients you really want. 
In this case Steve and Wayne wanted more educated clients that 
have done this sort of thing before, and often have larger 
budgets to spend. 


(2) Develop specific marketing tools. 


All businesses, especially service-based businesses and pro 
fessional service firms, need specific marketing documents they 
can use during sales discussions. These marketing documents are 
usually one or more of: 


* Fact sheet. 


* Testimonial page. 

* About us, or company profile. 

* Your service process (chart or diagram). 
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* What we do page, explaining the benefits of your approach. 


(3) Understand how to use the tools. 

You really need to have a clear plan for your sales discus sions, 
starting with what happens at the first point of contact. This is 
usually a phone enquiry, personal contact (such as at a network 
ing event) or a referral to you. Map out your strategy. Your 
objec tive for these early discussions is to identify what your 
prospect really needs, and how likely they are to buy from you. 
(4) Create a client-centred proposal format (or quotation). You 
do not always need to provide a written proposal or 

quote. But when you do make sure you follow a format that is 
clearly focused on helping your prospect to move forward and 
commit to you. Do not have too many words, or long-winded 
explanations of your detailed approach - unless it is essential for 
your prospect to know that. 

(5) Identify and schedule high-value marketing tactics. 

This is where you look at all the options that are suitable - then 
narrow your choice. But please, use some common sense and 
discipline to only consider what is most suitable for your 
business. Taking out billboard ads all across town, wide and far, 
is a waste of money if your clients come from your closer local 
area. 

High-value marketing tactics are the ones that: 


1. 
Step 1). 

Reach your target audience (we identified them m 

2. Can communicate a meaningful message about your business 


(example, radio advertisments are limited in what you can say 
in 30-seconds). 


3. You can afford to do properly, without cutting the corners 
and negatively impacting on results (such as paying to exhibit at 
a trade show, then skimping on signage, so people can not tell 


what you offer) 
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4* You can monitor for results. 

5* Can create synergy when used in combination with other 
marketing tactics. (example, a regular newsletter where you can 
promote upcoming seminar events). 

The final part of this step is to create a schedule, or a mar keting 
action plan. This way you can effectively manage your 
marketing activities to stay within your budget, allow time to 
prepare for each activity to make it as effective as possible 
(avoid ing costly last minute reactions) and easily meet 
important dead lines. 


Stuart Ayling runs Marketing Nous, an Australasian mar keting 
consultancy that specialises in marketing for service busi nesses. 
He helps clients to improve their marketing tactics, attract more 
clients, and increase revenue. For additional marketing 
resources, including Stuart's popular monthly newsletter, visit 
his web site at http:/ jwww.marketingnous.com.au 


Marketing & Sales Management - How 
to Present a Case For Web Site 
Investments 


What happened the last time you needed money for a sales and 
marketing initiative? Did management sign-off on everything 
you wanted-- no questions asked? 

If they did, congratulations, you're part of the minority. As for 
the rest of us, we're facing massive cost reductions and "spend 
ing" freezes. Everyone is holding back on Web and marketing 
expenditures. 

So what can you do? How can you convince others that Web 
investments are a wise decision in a slow economy? 
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First, remove the word "spend" from the picture and re place it 


with the word "invest." You should always expect a return from 
Web site enhancements. Then present an investment oppor 
tunity to highlight how your initiative will either increase 
company revenues or decrease company costs. 

With that in mind, use these guidelines to build your case. Be 
concise and keep your documentation under two pages (one 
page is best). 


1. Summarize the objective(s) of your Web site initiative. Clearly 
state the expected outcome or benefit. For example, 


an initiative might be to increase sales leads, increase customer 
purchase size, cross-sell product lines, reduce sales cycle time, 
reduce cost of sales, strengthen brand perception, etc. Note: 
giving your Web site a "new look" is not a measurable objective. 
Be specific. Increase qualified sales leads from 25 per month to 
50 per month or reduce sales cycle time 25%. Also, be sure to 
communicate the monetary value of each increase or decrease. 
For example, if your company values the cost of each lead 
acquired offline at $250, then each lead acquired online saves 
your company $250. Or on the revenue side, if marginal profit 
on each widget sold is $X, then Y more purchases results in a 
$X*Y increased profit. 

2. Summarize the problem(s) of your current Web site. 
Document any known problems and factors that prevent 

your Web site from meeting the objective above. 

Common Web site problems are: confusing navigation, long 
checkout process, absence of strategy, non-persuasive (or 
boring) copy, brand misrepresentation, poor load time, lack of 
credibility, lack of unique identity and proposition, etc. 
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Use quantitative data to support your analysis. For exam ple, 
subtract the number of acquired Web site leads (or sales) from 
your Web site's monthly unique visitors. What's left is the num 
ber of lost customer acquisition opportunities. (See last week's 
article to learn how to determine monthly Web site visitors.) 
Use qualitative data. Your customer service and sales reps talk 
with potential customers everyday. Find out why potential and 
existing customers call. Was something on the Web site unclear? 
What did they need? For every prospect that calls, several do 
not. Use your findings to support your case. 


3. Estimate the total investment of your initiative. 


If you're absorbing the project in-house, work with your Web 
tech to estimate labor efforts. Be sure to allocate time for 
strategic planning, design/development, file transfer, two 
rounds of testing and collaboration. Never underestimate and 
always leave room for unknowns. 


If you wish to outsource, contact a Web professional to re 


quest an estimate. You can do this one of two ways. 


* Issue an RFP (Request For Proposal) to a few Web 
professionals. Be careful though. Most organizations need to 


thoroughly understand your objectives, requirements and time 
frames before responding with an accurate proposal. (Or at least 
they should.) 


* Contact a Web professional directly to ask for an estimate. 
Again, most organizations need to understand your objec tives, 
requirements and timeframes prior to the estimate. 


4* Summarize your recommended solution to the problem. 
State how your in-house team or selected partner will help 
accomplish the objective. Stand behind your recommendation 
and stress the investment. Include the project approach, 
timeframes, warrantees, guarantees and any other incentives 
that might help the investment decision. 

So there you have it. Present your Web initiatives as in 
vestment opportunities and melt the spending freeze. As long as 
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you prove the initiative will either increase company revenues 
or decrease company costs you'll win your case. (Just make sure 
you deliver.) 

About the author: Rick Costello, The Web Site Profit Doctor is a 
Chicago Web Designer 

<http:/ jwww.WebsSiteProfitDoctor.com/ > and Internet Market 
ing Consultant who can help your Web Site sell more product 
and 

capture more sales leads. Services range from Search Engine 
Marketin to eCommerce Development 

<http:/ jwww.WebSiteProfitDoctor.com/website-design 


COO 


development.asp > 
Powerful Marketing Technique - Genu 


ine Enthusiasm 


To call enthusiasm a "technique" is actually incorrect; it's more a 
way of being. Sure, you can try to "make yourself be 
enthusiastic, but that won't be effective in the long run. 


If you have any doubts about the impact of genuine enthu siasm 
on your success, just think of ABBA. Now you either like ABBA 
or you really don't, so if you're in the last category, just 
substitute a band you like in my example. 


I've just been subjected to an hour of ABBA tunes at full vo lume 
and some of their tunes are still living in my brain as ear worms. 
It got me thinking as I heard old performances from YouTube 
videos: Why are crowds going crazy over these songs? Why is 
my friend choosing to use them as treatment to pull out of a 
depressed mood? 

Listening to the music, I got it: it's exuberant, triumphant and 
bombards you with life force. 
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Most people aren't "alive" enough. They may go through their 
day apparently well enough, they might even perform well at 
work and appear to enjoy themselves socially, but they lack 
spark. 

Everyone, I mean everyone responds positively to a current of 
strong life force. That's one of the reasons people with charisma 
are so popular. That's why enthusiasm... or the reverse is so 
conta giOus. 

So...are you or your business emanating that life spark, or are 
you flat (or worse, a dampening force)? 


If you know you're flat, then you better ask yourself why the 


thrill is gone and do something about it, because in uncertain 
times, people will gravitate to genuine enthusiasm more than 
ever. 


As I keep saying, to be genuine, be your true self (obvious 
statement isn't it?). Today I'll add: to be enthusiastic, do work 
you care about. 


If you want access to more information on how to be more 
purposeful, attractive, profitable and less stressed as a business 
owner, check out http:/ jwww.WhereBusinessMeetsSpirit.com 


| O 


It is created by Helene Desruisseaux (Helene D.), who com bines 
years of upper corporate management with research in the fields 
of personal growth, energy psychology, and mind/body/soul 
integration. She helps entrepreneurs design their businesses 
around their purpose and unique personalities, so that they can 
have both success and a high quality of life. Yes, even in this 
economy 


15 Things to Know About B2B Lead 


Generation 
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B2B Difference #1: B2B services and products are often more 
complex 

In working with B2B clients in many different markets, I find 
that B2B services and products are sophisticated and typically 
complex, with many of the positive benefits or possible 
negatives hidden. B2B marketing campaigns need to take the 
detail, the technical aspects, the hidden information, the 
subtleties, and make them clear, easy to understand, and above 
all, both persua sive and convincing. 

B2B Difference #2: The B2B sales cycle is longer 

The B2B sales cycle is a lengthy process, often lasting many 
months. Marketing to B2B prospects requires different tactics, 


depending on the stage in the buying cycle that your prospect is 
currently in. 

B2B Difference #3: Fewer potential buyers 

B2C marketers market their products to millions of people in the 
knowledge that high proportions are potential purchasers. 
However, B2B purchasers are a rarer breed. They're also harder 
to identify - it can take you months trying to find the decision 
makers in that organisation. 

B2B Difference #4: B2B sales propositions are often more 
complex 

B2B sales propositions are complex and more sophisti cated, and 
must present measurable benefits, with differentiated features 
supporting rational purchasing decisions. "Sales fluff may get a 
prospect's attention, but it won't convince the prospect to make 
a purchase. Subtle differences must be carefully explained using 
carefully-crafted and persuasive communication pro grammes. 
B2B Difference #5: B2B pricing is very different 
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B2C products don't vary much from shop to shop. The pric es of 
B2B products are often different for every sale. B2B prices can 
be dependent on the particular application and buyer's re 
quirements. B2B pricing depends on many factors, which takes 
take time to calculate and affects the selling price. 

B2B Difference #6: B2B prospects carry out more research 
B2B prospects carry out more research, ask for more infor 
mation, and examine more alternative products and suppliers. 
They do this because the risks of "getting it wrong" are higher, 
and they also need to "sell" the choice to other people in their 
com pany. 

B2B Difference #T B2B marketing depends on different buying 
emotions 

B2B marketing is not without emotion but B2B prospects are 
not, usually, affected by common B2C drivers like impulse 
buying or personal status. B2B motivators include the fear of 
making a mistake, the expected ROI, and the trust in the 
supplier. For example, Coca Cola's "T'd like to teach the world to 
sing" ads simply wouldn't work in the B2B marketplace. 

B2B Difference #8: Corporate brand confidence ts more 
important 

I find that corporate brand confidence, rather than individ ual 


product branding, is more important to B2B purchasers. While 
specific purchase criteria affects product choice, confidence in 
the corporate brand influences the B2B prospect's final purchase 
decision. The prospect needs to have trust in the supplying com 
pany and its staff to deliver the expected benefits. 

B2B Difference #9: Many different types of contact are in 
volved in the purchase loop 

B2B purchases involve many individuals with very different 
perspectives, all involved in the purchasing loop, influencing the 
decision-making. It's essential to identify and contact many 
people 
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at many different levels within the prospect's company, with 
sales messages that appeal to each individual prospect's interests 
and needs. 

For example, the "financial buyer" is mainly concerned with 
ROI, the "techie buyer" is mainly concerned with performance, 
and the actual end-user is only concerned with ease of use. 

B2B Difference #10: B2B marketers have less market re 

search data 

Only after spending a huge sum of money, to be sure of the 
commercial success of a new product, will a large B2C company, 
like Unilever, bring a product to market. Not many B2B compa 
nies have that level of financial resource. Large budgets may be 
allocated to product R&D but, normally, only relatively small 
amounts are available for researching the market. Success in 
B2B markets is more dependent on the experience and skill of 
the B2B marketer. 

B2B Difference #11: B2B marketing needs various channel 
strategies 

The direct sales relationship is only one way of selling in the 
B2B world. Complex channel strategies are often needed to man 
age: distributors, dealers, manufacturer's representatives, consult 
ants, system builders, supply-chain partners, VARs and so on. 
B2B Difference #12: Many different people from the selling 
organisation are involved 

Sales of complex B2B products and services typically re quire 
the expertise and involvement of many people from the selling 
organisation. The sales and marketing departments may need 
support at director level and also people from the design, R&D 


and manufacturing departments. All of these contacts need to be 
aligned with the corporate brand messages to maximise the 
possibility of closing the sale. 

ships 
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B2B Difference #13: B2B sales rely on personal relation- 

Sales to B2C markets use tightly-controlled marketing tools like 
TV ads and other mass media. B2B sales need one-to-one 
relationships with personal interaction. This requires sophisti 
cated sales management and knowledgeable, well-trained staff, 
passmg on information in line with corporate sales USPs and 
strategies. 

B2B Difference #14: Third-parties influence the buying process 
B2B prospects involve third-parties for opinions. So, B2B 
organisations need to market through industry experts, trade 
associations, trade publications, user groups, and many other 
third-parties. B2B prospects use this information to support and 
help sell their purchase recommendations to their colleagues in 
their business. 

pany 

B2B Difference #15: B2B marketing starts inside the com- 
People within a B2C company often have little contact with the 
end-customer. In B2B markets, many people within the com 
pany interact with the prospects and customers, and not just the 
sales and marketing departments. All of those individuals need 
to understand the brand and sell the brand benefits. One of the 
B2B marketer's most important jobs is to market and educate 
people inside their own company about the products and brand 
values. 

Norman Campbell, Managing Director of eMarket2 eMarket2 are 
a specialist business-to-business di 

rect/internet/ telemarketing agency based near London, in Bas 
ingstoke, UK, focused on building and managing EMEA wide 
lead generation programmes for Information, Technology and 
Tele communications organisations such as Web root, Citrix, 
Tandberg, Norte!, Windriver, Netjets, Motorola, and Invitrogen 
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Contact Details: Tel: + 44 (0) 1256 Ss3 040 http:/ 
jwww.emarket2.com 


Email: info@emarket2.com </info@emarket2.com > 

Join me on Linkedin: 

http:/ jwww.linkedin.com/in/normanmcampbell 

Experience Background Overview 

20 years Direct Marketing experience in business to busi ness IT 
and tele-communication markets across UK and Europe, Middle 
East and Africa (EMEA). An innovative and effective marketing 
leader with proven management skills and a track record of 
delivering against aggressive business objectives and targets 
Skills include 


1. Marketing Management including development of mar 


keting strategy and plans to support new business acquisition, 
retention and expansion campaigns 

2. Channel Management, working with OEM's and their 
certified business partners to execute effective marketing pro 
grams that deliver profitable revenue 

3. Programmed management, creation and delivery of mul tiple 
projects with a variety of internal and external client stake 
holders. Used to building and implementing plans across EMEA 
4* People management. Used to managing high performance 
teams of marketing professionals both internal and external to 
deliver against tight deadlines and objectives 

5* Good business acumen with broad range of commercial skills 
and client liaison 

B2B Direct Marketing Specialties 

A B2B marketing professional working with Information 
Technology companies across EMEA, providing campaign strat 
egy, programme management for lead generation, lead 
nurturing, lead management, channel marketing, partner 
recruitment, using digital marketing, telemarketing, direct mail, 
social networks, SEO, and PPC, 
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Mfordable Spinal Decompression Mar 


keting in a Tough Economy 


The economy is rough right now. Marketing Spinal Decom 
pression Therapy to patients, particularly when this is a service 
not often covered by insurance, is getting more difficult by the 
day. For many practices the knee jerk reaction is to scale back 
on everything; including spinal decompression marketing. This 
can be a fatal mistake for a chiropractic practice, or for any 
healthcare practice offering spinal decompression. 

You need to fight the urge to push that "panic button". You need 
to fight the instinct to save dollars by eliminating marketing and 
advertising. As scary as it might sound, during these tough times 
you actually need to maintain, or even increase, your mar keting 
efforts! 

You might be thinking to yourself, "Why would I want to spend 
more money on advertising when I have less money coming in?" 
The answer is obvious. When money gets tight, patients often 
cut back on care or drop out of care entirely. This is even more 
true with something that is often not covered by insurance, like 
spinal decompression therapy. You need more new patients to 
pick up the slack. You'll never get them without increasing your 
spinal decompression marketing efforts. 

Now hold on, I said increase your spinal decompression 
marketing; I didn't necessarily say you had to spend more on it! 
You need to market smarter rather than simply throwing more 
money at the same old advertising campaign. Although it may 
sound difficult to believe, you can actually increase your spinal 
decompression marketing efforts without spending more money! 
In fact, if you really take the time to plan your marketing 
strategy wisely, you might even end up spending less! 

Let's take at look at how it is possible to successfully market 
your spinal decompression services in a tough economy, without 
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breaking the bank! I've broke this down into 10 easy to follow 
steps: 


1. Analyze your Current Marketing. 
2. Ditch the "Duds" and Keep the "Killers"! 
3. Make Changes! 


4* Look to the Internet my Friend! 

5* Take Advantage of all the FREE Spinal Decompression 
Marketing Available. 

6. Re-AcquaintYourselfwith Internal Marketing. 

7* Use the Power of the FREE DVD and Other Free 

"Stuff 

8. Ask Yourself, What Makes YOUR Decompression 
Practice so Special? 

9. Get Ready to Spend a lot ... of Time NOT Money! 


10. Continually Monitor and Re-Evaluate your Efforts 


Let's take a look at each step individually. Step 1: Analyze your 
Current Marketing. 

In this step you need to take a critical look at ALL of your 
current marketing efforts. Before you can successfully plan any 
changes to your marketing plan you need to know where you 
stand. You have to know where you are at before you know 
where you are going! 

This step can be painful at times, but it is absolutely neces sary 
for future marketing success. Take a look at how your various 
types of marketing are doing. Carefully examine your marketing 
budget and your 12 month marketing calendar. If you don't have 
any sort of marketing schedule NOW is the time to start. 

Step 2: Ditch the "Duds" and Keep the "Killers" 

Now that you have examined and evaluated your marketing 
efforts you need to act accordingly. Ditch the duds. Take 
whatever marketing isn't working and get rid of it. If that old 
stale local newspaper ad hasn't brought in a new spinal 
decompression patient in months, why would the next 3 months 
be any different? Stop throwing money at what isn't working 
and keep those killer 
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ads. A killer ad is simply those ads that work! It is amazing how 
often we overlook something so obvious. If an ad isn't working 
we need to do SOMETHING with it, which brings us to step 3. 
Step 3: Make Changes. 

Now that we know what isn't working, we need to do 
SOMETHING about it. This something will depend on your mar 
keting budget. At times we need to kill an ad and put that extra 
cash toward running what is showing a return on investment. 


Sometimes we just need to look at the ad and reformat it. 
Making some fresh changes is often all that is needed. 

In my opinion making changes that fail is more desirable than 
simply letting a "dud" ad continue running unsuccessfully. If you 
make changes to an ad, or run an entirely new ad, at least you 
have made some effort. Odds are that new ad will get noticed. 
Even if the new advertising isn't effective at least you have 
learned something. Take notes, make changes, and keep 
moving! 

Step 4: Look to the Internet my Friend. 

The internet is really taking over as a dominant form of ad 
vertising and marketing. If you think you can survive against 
your competition while ignoring internet marketing you are 
dead wrong. The days of the local paper newspaper and 
hardcopy yellow page books will eventually be gone. This is 
probably not as far off in the future as most of us think! 
Although marketing decompres sion on the internet is a 
challenge, it is also vital for survival. 

Internet marketing is a challenge because it is such a dy namic 
medium. Things are constantly changing and it is a real 
challenge to keep up and stand out among a sea of competitors. 
However, if you want to succeed it is a challenge you must con 
tinually meet. 


If you don't market your spinal decompression practice on the 
internet regularly, you need to start NOW. If you already market 
on the internet then you need to DOUBLE your efforts now. 
Take your presence on the internet at make it KNOWN. This 
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is not too difficult and often requires you invest little more than 
time. That's right, some of the most beneficial and effective inter 
net marketing is absolutely free! 


Step S: Take Advantage of all the FREE Spinal Decompres 

sion Marketing Available. 

There are a ton of opportunities for FREE spinal decom pression 
marketing available that most doctors miss! In step four I 
praised the internet. Well here I go again. Open your eyes 
doctor! Have you paid attention to any newspapers, television 
shows, or radio broadcasts lately? I challenge you to go a single 
day without hearing something about MySpace, YouTube, 


Facebook, Friend ster, Linkedin, Twitter, or one of the other 
hundreds of free social networking sites. These are opportunities 
to connect with col leagues, potential patients, and fellow 
businesses! These are opportunities you need to sieze! 

Post a video of your practice on YouTube or MySpace. Cre ate a 
short infomercial or introduction to spinal decompression video 
clip which you can also link to from your site's home page. Offer 
to ship a free spinal decompression DVD or free information kit. 
Email marketing can be free as well. Write an e-book which you 
can offer for free to those who provide their email address. Offer 
a free monthly email newsletter on health topics to members of 
your community. The possibilities with the internet are seem 
ingly endless and they often cost very little but a lot of time! 
Not ready for internet advertising? Then take advantage of old 
fashioned free advertising. Get out in your community. Meet 
people and introduce yourself and your services. Establish 
yourself as a local authority on non-surgical relief of back pain. 
Write an article for the local newspaper. Hold free workshops 
and lectures on preventing and treating back pain. 

These are just some of the FREE advertising available. When the 
marketing budget gets tighter you need to expand your 
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mind, step out of your comfort zone, and take advantage of the 
free advertising you have available! 

Step 6: Re-Acquaint Yourself with Internal Marketing. 

We often get so focused on external marketing that we for 

get about marketing within our practice. The best source for 
new spinal decompression patients is often your existing 
practice members. Keep your patients happy and educated! 
When you have happy patients who understand the benefits of 
spinal decompression, then you must encourage them to tell 
others. Try implementing patient testimonials in your spinal 
decompression advertising. 

What are other methods of internal spinal decompression 
marketing? Hold free health care classes and spinal decompres 
sion information classes for existing patients. You might also 
pass out free spinal decompression brochures or loop an 
educational spinal decompression DVD in the waiting room. You 
can also pass out free flyers or leave a stack of free spinal 
decompression audio CDS on the checkout counter. We have 


products to assist you with all of this! 

Other good ideas are holding frequent drawings or contests for 
existing patients. Holding annual or semi-annual patient 
appreciation days is also a great idea. With happy patients you 
will see many new spinal decompression patients as word 
spreads. This effect is often two-fold when you openly an 
actively ASK for referrals from your existing patients, so don't be 
shy! 

Step T Use the Power of the FREE DVD and Other Free 

"Stuff. 

People don't like to feel like they are being aggressively sold a 
product or service. We don't like pushy salesmen and neither do 
our patients. Offering a free spinal decompression informational 
DVD or free spinal decompression information kit is a great 
idea. This allows you to market your services in a non- 
aggressive but effective manner. More importantly, who doesn't 
enjoy getting something FREE? Advertise these free products in 
your ads and online! 
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Step 8: Ask Yourself, What Makes YOUR Decompression 
Practice so Special? 

The truth is spinal decompression isn't all that uncommon 
anymore. If you don't have any immediate spinal decompression 
competition in your area your practice is the exception rather 
than the rule. Spinal decompression practices are popping up 
every where. You need to ask yourself the same thing patients 
will be wondering, "what makes YOUR practice so special?" Is it 
your low fees? Your experience? Is your main advantage late 
evening and weekend hours? 

Once you have your answer, tell prospective patients about it in 
your advertising! If you can't come up with an answer then you 
need to MAKE your practice stand out. Maybe you need late 
evening or weekend hours. Perhaps lower fees are in order? Al 
though these changes may not be fun at first they are often all 
that is needed to jump start your practice to the next level. 

Step 9: Get Ready to Spend a lot. .. of Time NOT Money! 

I won't lie to you, smart and affordable spinal decompres 

sion marketing is a lot of work. When you are trying to maintain 
or increase your spinal decompression marketing while spending 
less money you are going to need to put your working hat on. 


You'll need your thinking cap and a lot of other hats too! 

To save money you are going to be wearing a lot of hats. You'll 
probably be designing, editing, and coordinating a lot of your 
own marketing. If you are new to social networking and other 
free online advertising there is a bit of a learning curve. It all 
requires a commitment of your attention and time, but the end 
result will be worth your effort! Don't worry, when things pick 
up and your hard work is rewarded with an influx of new spinal 
decompression patients you can always delegate a task to 
someone else. 

Step 10: Continually Monitor and Re-Evaluate your Efforts. You 
need to constantly monitor and evaluate the effective 

ness of your marketing. In a way you are starting all over again 
at step one. You should be analyzing your marketing no less 
than on 
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a monthly basis. Make changes, keep what works, and change 
what doesn't! 

There you have it: a 10 step crash course on affordable spi nal 
decompression marketing in a bad economy. Now you have a 
basic understanding of how you can actually maintain or 
increase your spinal decompression marketing in a slow 
economy. Plan carefully and seize those often missed 
opportunities for free advertising. Hopefully you have come 
away from this article with some great tips and hints on 
successfully marketing your spinal decompression services. For 
even more help with affordable spinal decompression marketing 
and patient education, visit our site at: http:/ 
jwww.clinicallysignificantproductions.com 

<http:/ jwww.clinicallysignificantproductions.com/ > In the 
meantime get out there and start making the changes needed to 
market your very beneficial services to patients who need it ; 
without it costing you an arm and a leg! 

At ClinicallySignificantProductions.com we have a wide va riety 
of tools and resources to help you affordably and effectively 
market your spinal decompression services, while 
simultaneously educating your spinal decompression patients 
From our feature packed full spinal decompression market 

ing kits to our "mini" decompression marketing kits and spinal 
decompression waiting room dvds; we have a tool to fit any 


budg 
et. Our spinal decompresion products are priced from under 


$30.00 to just $300.00. On top of this we offer totally customized 
spinal decompression marketing and patient education featuring 
your practice information and photos of YOUR practice and 
equipment. New and prospective patients alike are sure to be 
impressed when they see your marketing totally customized 
with your photos! 


We also offer chiropractic specific patient education and 
marketing resources. We are also your source for affordable cold 
laser patient education and marketing 

We now offer hand painted chiropractic works of art as well! All 
of this at insanely affordable prices. With our focus on customer 
satisfaction you are sure to be a happy repeat customer 
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Check us out today at: 
http:/ jwww.clinicallysignificantproductions.com 


Advertise With Popular Promo Wear 


The most important quality of a promotional product is its 
ability to promote the brand name. There are many corporate 
gifts available today. Among them, the promotional leisurewear 
is one of the topmost categories of promotional gifts that act 
best as the best brand advertisements. The promotional clothing 
and leisure wear have the ability to publicise the brand name in 
the public. The T-shirts, jackets or sweat shirts are popular 
among many compames. 

When a logo is imprinted on a garment, it gives maximum 
visibility to that piece of clothing. When a person chooses to 
wear a logo garment in public, whether to a movie, a park, or to 
a golf course, he is selling that logo to all he comes in contact 
with. If a fellow golfer sees the garment with the logo, an 
immediate asso ciation is made with the logo and the wearer, 
thus creating the beginning of a network chained together, 


which will continue to grow in the near future. 


If you are interested in purchasing promotional leisure wear, 
there are a few leading websites where you can find stylishly 
fashionable clothing which can be suitable for any type of 
market ing promotion or brand rollout. 


Receiving promotional gifts of clothing is always welcome 
because the wearing of them is so popular. It is no longer 
thought of as an advertisement, but as a brand of style or design. 
Logo clothing is highly desirable to all, including adults and 
children. 
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The most valuable type of promotional gift is clothing. It 
continues to sell the brand long after the campaign has ended, 
and everybody loves to receive it as a gift. The wearing of it is 
both utilitarian and stylish, because of the logo adorning it. If 
you are about to embark on a marketing campaign or a product 
rollout, then pay attention to promotional clothing, as it will 
give you benefits for years to come. 


If your company has a pending tradeshow or exhibition, then 
you may be considering buying promotional merchandise 


<http:/ jwww.ideasbynet.com> . The internet's leading 
purveyor is at http:/ jwww.IdeasByNet.com Let their specialists 
help you in selecting the perfect promotional gifts for your 
clients 


The Marketing Benefit of Promotional 


T-Shirts 


Promotional leisurewear is gammg popularity as brand 
promotional gifts. Among them, the most popular is promotional 
T-shirts. The T-shirts offer limitless options for imprinting the 
brand name. They are the preferred leisurewear for all age 


groups of people, and hence they have a lot of promotional 
value. The brand-imprinted T-shirt will give a trendy look to the 
wearer, so the customers accept them with both hands. 

T-shirts are the most effective promotional gifts because their 
nature allows them to communicate your marketing message to 
large numbers of people at a time. Once they are imprinted with 
the brand name, the logo will last for the life time of the shirt. 
When considering promotionalleisurewear, you are offered 
plenty of choices such as T-shirts, Polo Shirts, Fleeces and 
Jackets, and 
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Hats and Caps. All of the items are offered in a variety of 
designs and price ranges. 

T-shirts are considered casual wear, and as such, they are worn 
more frequently to shopping malls, sporting arenas, or public 
parks. These venues where large crowds are gathered allow your 
message to be seen much more frequently. The wearer of the 
shirt may also have the opportunity to interact socially with 
friends or family while wearing the shirt, allowing a more 
targeted delivery of your marketing message to the audience. 
When the garment is worn among friends and family, there is a 
more effective impact of the logo or brand being promoted. 
Another type of communication is when the shirt is worn in 
crowds and passersby see and notice the brand name, but have 
no interaction with the wearer. 

To get the best out of the T-shirts as promotional leisure wear, 
you have to print them appropriately. While choosing the 
printed T-shirts for your brand promotion activities, you have to 
make sure that they are of the desired quality and desired 
colour. Both quality and design can have a huge impact in their 
brand promotion ability. 

Before your decide on the purveyor from which to purchase 
your promotional gifts 

<http:/ jwww.ideasbynet.com/promotionalgifts.htm> , be sure 
to visit http:/ jwww.IdeasByNet.com They offer the internet's 
most 


comprehensive selection of business gifts you'll find 


The Killer BEs - Sharpening Your Busi 


ness Development Writing 
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Boring. 

That's how a lot of law firm marketing and business devel 
opment people describe their firm's written sales materials. At 
least the ones who participated in LSSO's recent webinar... THE 
KILLERBEs. 

So, how does a law firm better connect in writing with its 
business clients? What can a business development person do to 
make their firm's written word livelier and more expressive? 

I use three sets of guidelines. 


1. BE THEMATIC 
2. BE ENGAGING 


3. BE WHOLE-BRAINED These are THE KILLER BEs. 

Left brain/right brain: What drives THEBEs? 

I want to get read. If I do a good job with that, the chances are 
good that whatever I write will more likely get a result that I 
want or advance an idea that matters to me. 

In order to do that, I start looking for ways to offer... 
-Something of value 

- Something personal 

The first is cognitive. It's a value proposition that answers "so, 
what?" It's the piece of what I write that triggers something in 
the left hemisphere of my reader's brain. 

It's the part that demonstrates that I understand something of 
value about my reader's business or industry. Or, it shows that 
I've solved such-and-such a problem before or know someone 
who has. 
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The second is emotional. It's the piece that connects with the 
right side of my reader's brain. The part of our brains that is 
open to being amused or slowed down. The part of us that wants 
to create something or admire something creative. 


It's the part of what I write that depends on humor and the other 
things that appeal to me as a person. Things like conciseness and 
clarity. Or, lack of guile or arrogance. 

In a nutshell, tone it down. Tighten it up. Remember that you're 

not always writing a brief. Converse and empathize. Don't try to 

impress. 


#1: Be thematic 


This is the framework for everything. It's a discipline that 
transcends conciseness or clarity. Being thematic demands that 
every document, paragraph, sentence and word serve a purpose. 
Find it. 

When you do, what you write will be better organized. It will 
also be more forceful and better received. And, that's ulti mately 
what you want. 

How do I write thematically? 

Several questions help me get rolling. I ask myself... 

*Why am I writing this letter (or whatever)? 

*Who's reading it? 

* What's my objective? 

* What purpose does it serve? 

* Why does this sentence or paragraph need to exist? Let me 
give you a simple example. 
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Dear Alyssa: 

I'm writing about the article and what we can do to make it 
better. 

I've highlighted a couple of words. "About" and "what" tell the 
reader that I'm getting right to the point, signaling the reason 
I'm writing...and why they should take the time to read it. 
Here's another tip. Readers are busy people. So, be conser vative 
with their time and attention span. How? Go back to basics. Use 
topic sentences. They're thematic! 


#2: Be engaging 


The thematic appeals to the left, cognitive side of the brain. It 
speaks to that part of us that weighs, measures and evaluates. 
But one size (or side) does not fit all. 

It's a cluttered, competitive world out there. Given the choices 
readers have, they're more likely to read and retain some thing 


memorable, witty and intelligent...something engaging. 
Engaging through the right side of the brain 

Remember you're writing to readers who'll respond to emo 
tional triggers as well as to the more cognitive. They like and 
remember copy that shows they're dealing with another person. 
What touches the emotions? Consider... 

*Using humor 

* Being literary 

* Showing empathy 

These devices - and others like them - will connect with your 
readers, making what you write more memorable. They'll help 
you earn the right to be read. 
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Here's an example of using humor (from my Web site's cli 
ent page): 


"As Mark Twain (not a client) said, 'There are no great writ 


ers, only great re-writers." 

Once again, I've highlighted the key phrase. When I'm be ing 
literary, I'm aware of writing with cadence and variety. I use 
imagery and metaphors. I use expressive language. 

I write as if I were a poet...or, a stand-up comedian. For ex 
ample, I'll use call-backs, referring at the bottom of a letter to 
something from the top. In other words, I'm looking for ways to 
be remembered, including being less linear and more 
asymmetrical. 

mg. 

I empathize. I have less of me and more of you in my writ- 

#3: Be whole-brained 

We're all different. I allow that my readers use both sides of 
their brains to varying degrees to process what I'm offering. 

I strive, therefore, to be... 

* Less linear 

*More visual 

* Less monolithic 

Is there any reason why a law firm's proposals or state ments of 
capabilities don't look more like magazines and less like briefs? 
Why can't your business development documents look more like 
this newsletter? 

Lessons from politics 
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Politicians spend a lot of time planning where they want their 
name on the ballot. The only thing better than being first on the 
ballot is being last. It's called primacy and recency. 

CEOs read a B2B document the way voters read a ballot. 
Business people seldom start in the upper left-hand corner of a 
document and read every character of every word and every 
sentence and every paragraph until they end up in the lower 
right hand corner. 

Very few business readers are as linear as most attorneys. Most 
readers graze. 

Lessons from junk-mail 

Breathe. I'm not suggesting that your next statement of qu 
alifications or cover letter look like an offer from Publisher's You 
Know-What. 

What I am suggesting is that there are devices that show up in 
direct mail worth considering...and, perhaps, adapting. Do it in 
the spirit that junk mail looks the way it does because it works! 
Readers are prone, for example, to checking out the end of a 
letter first (to look at name of the person who signed it, studies 
show). That's why the PS after the author's signature is THE 
most important part of most direct-mail pieces. 

In addition to the PS, direct-mail pros use devices like the 
Johnson Box. If you've paid attention to the direct-mail you get, 
you've noticed the boxed text (usually at the very top of the 
letter) that hits you right between the eyes with the purpose of 
the letter and the call to action. 

Direct-mail illustrates the importance of variety. It recog nizes 
that long words, long paragraphs and long, unbroken text is 
harder to read. 
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So, vary. Vary the length of your sentences and paragraphs. 
Write in sound bites. Remember that harder to read doesn't get 
done. 

So, how does your firm stack up? 

How well does your business development writing conform to 
an organizing theme? Does it engage your readers, cutting 
through the clutter and earning the right to get read? Do your 
proposals and cover letters recognize that people use both sides 


of their brain when they pick up something to read? 

Somerset Maugham once said, "There are three rules for writing 
the novel. Unfortunately, no one knows what they are." 

The same might be said for business writing. There are plenty of 
great business writers out there. No one has all of the answers. 
So, stay open. You won't be bored. 

Doug Stern, a freelance writer and marketing consultant (http:/ 
jwww.doug-stern.com) based in Louisville, KY. Contact Doug at 
502-599-6624 or stern.doug@gmail.com. This article originally 
appeared in the LSSO Review, the Journal of the Legal Sales and 
Service Organization 


1 How Do I Make Money Online For 


Free? 


If you have asked yourself that question, you are a member of a 
very large club of very intelligent individuals. There are sev eral 
methods for generating online income. First off, I need you to 
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understand that you need to treat this opportunity as a business 
and make decisions from that point of view. 

The most successful business that you will be able to start in the 
shortest amount of time will be affiliate marketing. This is by no 
stretch of the imagination a get-rich-quick scheme, but it is the 
best way to set up yourself with a very solid foundation in the 
world of generating online income. 

So what is the Reader's Digest version of starting in the world of 
affiliate marketing. 


* Understand the process 


hosting 


Determine your niche 

Determine the products that you want to market 

Deliver your products to market via free or paid web 

Drive TARGETED traffic to your site. Drive TARGETED traffic to 
your site. Drive TARGETED traffic to your site. 

This is an extremely pared down version of the process. The best 
thing about this process however is that is can be done for 
absolutely ZERO capital/cash investment. Don't get me wrong, 
you will be generating a ton of information to drive targeted 
traffic to your online income sites; but it is very possible to not 
need to invest any cash until you are much further along in the 
process. After you have started to turn a profit on your business, 
it will be up to you whether you want to reinvest in the business 
to grow it or if you want to continue operating as it currently 
stands. 

Chris Bartelt does not need to make up some imaginary ti tles. 
He is a regular guy like you trying to make money online and 
trying to help others do the same. Check out his site below for a 
completely FREE online income generation system 

http:/ /freeonlinebusinesssystem.blogspot.com 
<http://freeonlinebusinesssystem.blogspot.com/ > 
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Marketing, the Bryan Adams Way 


"Driving home this evening...", I began to reflect on the en tire 
experience from a marketing perspective. As to be expected, Mr. 
Adams gave an overabundance of energy and respect in his 
delivery. The audience was mutual in agreement. Love was 
shared. He made it personal, and was reinforcing the 
relationship with his fan base (a.k.a. his clients). This made me 
think of the entire experience, and how I got to the point of 
revelling in the wake of the nights performance. 

Below are listed the steps that I took to get ready for the event. 
It was going to be a family affair, so I wanted to be pre pared. In 


brief, here's my journal: 
1. Heard radio announcement of his local engagement. 
2. Searched online and obtained ticket selling information. 


3. Logged on about 5 minutes before tickets were on sale, and 
refreshed my browser when the clock struck 10:00. 

4* Bought best seats available (since I am a devoted fan). 

5* Searched his official sites and visited them as the tour came 
closer to our location. 

6. Family interest peaked as the tour date approached, 

many associated sites were visited. 

7* Merchandise was window-shopped before the concert to 
prepare for a purchase on site. 

8. Checked out his foundation which reinforced our image of 
him as a positive, socially-aware contributor to society. 

9. Bought glow sticks for us and the fans around us to make it a 
truly shared experience. 


10. Ate dinner out before the concert to make it more of a 
mini vacation in the wake of a tight family budget. 


11. Arrived at the event center 15 minutes before the show in 
order to watch the set-up crew and see the crowd build. 


12. Experienced one of the best genuine live entertainment 
shows in rock music. 
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We all had a blast. You know why? As participants, we were 
fully prepared. There wasn't any room left for disappointment; 
and after all, Bryan Adams is what he is. Nothing about how he 
presents himself to the public distracts from his image, and 
that's it. There is nothing shiny, but he is polished. Nothing 
metallic, but he rocks. T-shirt, jeans and a belt. In fact, the last 
time I saw him in concert 8 years ago he was all in white. This 
time, it was black. In 1981, I saw him perform in his birthplace 
of Kingston Ontario. For me, this was the birthplace of his 
image. T-shirt and jeans. He is constant. He is constant with his 
image. 

Does any of this relate to you and your marketing plan? Think 
about how constant you plan is. Are you consistent? Relate the 
concert preparation list above to how you reinforce the rela 


tionship with your clients. How do you initially get their 
attention, and do you help them prepare? Do you have a plan of 
attack that is consistent and well thought out, or do you tend to 
fall off the beaten path? Is your online presence building their 
loyalty to you? These are some serious questions you need to 
address before you implement changes. Just make sure they are 
in the direction of client needs. 

By revisiting your plan and introducing tools such as client 
feedback or check lists, you heighten the chances that they will 
call on you again for your product or service. Preparing your 
own custom marketing "list" and revise it frequently. Put some 
thought into solidifying client relationships. In a tough 
economy, experts say that your best plan of attack is to nurture 
what you have. To spend money and time on gaining new 
clients would be like chas ing your tail. 

Cynthia (Cyndy) Robinson is a Graphic Designer who dedi cates 
her time to creative endeavours. She enjoys marketing, 
designing corporate communications, media production and 
writing. View more information at http:/ jwww.webdocdev.com 
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How to Waste 90 Percent of Your Mar 


keting Dollars & Efforts 


"That marketing stuff never works for me..." 

Sometimes, I talk to a prospective client who is adamant that 
they've tried it all, and none of it has worked. They're old hands, 
they assure me, at all of this "marketing" stuff, but their practice 
is different for any number of reasons. When I dig a little 
deeper, what I almost invariably find is that while they tried to 
apply the general idea, they missed out on the "little things" that 
really make it work. Nowhere is there a better example of this 
than in the area of marketing to patients (both current and 


past). 

The right idea, but.... I'm going to ask you to picture some thing 
ridiculous here. Imagine that the person in your office 
responsible for scheduling appointments and handling payment 
said the following to you: 

"You know, Doctor, I was thinking - The point of me being here 
is to schedule appointments and process payments, right? Well, I 
think it would be easier for me if I just set up a little sign at the 
front that said "Please leave your payment in this box, and 
schedule your own appointment. 

"That way, I could take care of the filing more efficiently! I 
mean, what's the point of me actually doing all the work myself, 
when this is much easier?" 

Now, I can't be sure, but my guess is that if you ever got such a 
proposal, your response would fall into one of 2 categories: 


1. Find a replacement for this person immediately 
2. Have a lengthy discussion about why that plan is com 


pletely infeasible. 
But before you decide to fire them, I'll ask the hard ques 
tion... Are you sure you're not making the same mistake? 
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I've talked to a lot of practice owners who look at a struc ture or 
a strategy that works when it comes to marketing to their 
existing patients, BUT decide that either it's too complicated, it's 
too costly, or it's too much effort to use correctly-So they end up 
using a strategy that has the same underlying idea, but none of 
the elements that will make it successful. Then, of course, they 
can say forever after "Oh, I tried that once- It didn't work for 
me." 

Let's look at a concrete example here. Patient ReActivation 
Patient reactivation is a fantastic strategy to implement in your 
practice. Let's look at how it's designed to be used, and how it's 
often used in practice (and what changes cause the decrease in 
effectiveness) How it's supposed to work: 

1. Identify a large subset of patients who have been gone for a 
significant period of time (say 120 days to 3 years) 


2. Develop a SERIES of contacts for these patients, to be re 


ceived within a fairly short period of time. 


3. Develop a schedule of contacts, such that each patient re 
ceives each contact at the right time. (I.E. If you decide to do 
letter 

-> phone call followup, make sure that there is a consistent 
delay between letter & phone call for all patients) 

4* Follow through and make each of the contacts on the 
specified day 

There you have it. 4 steps to a patient reactivation program. 
Now, let's see how this can be "tinkered with" to destroy the 
effectiveness of it. 

Cutting costs & destroying profits 

"I want to go through the list by hand, and try to guess which 
patients will be most likely to respond." 
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This kills a reactivation strategy in two ways. First, it can 
dramatically decrease the potential respondents (I had one client 
who wanted to go from 200 qualified respondents down to 58). 
And, as importantly, it wastes YOUR valuable time. When you 
trade an hour of your time to cherry pick a list, not only do you 
dramatically reduce the total respondents - But you've also given 
up an hour of your time. How much is that worth? (Hint: 
Usually a LOT more than you think it is) 

"You want me to get in touch with them 4 times over 5 weeks? 
No way Jose. We can do the same thing getting in touch with 
them twice, and it'll save money & effort." 

Reactivation strategies recommend sequenced marketing for one 
reason - because it works. Trying to "save money" by cutting 
costs here is a little like the following: 

Marketer: "Here is a lottery ticket that you can cash right now 
for $so0,000. I'll sell it to you for $100." 

Cost Cutting Chiropractor: "No way, I'm cutting costs - I'm not 
WASTING $100 on that stupid ticket - I can go buy a ticket in 
the store for $1." 

In other words, you're trading a MUCH higher probability of 
success for a lower cost. 

"That scheduling sounds complicated. What I'll do instead, is just 
mail off everything on day one, then have my staff follow up 
when they can." 

This is another favorite tactic by many practice owners - The 
problem, of course, is that it completely destroys the benefits of 


sequenced marketing. Consider - The original structure has the 
past patient get a personal letter, then a phone call followup 3 
days after they received the letter. The "cost cutting" structure 
has 


200+ letters go out, then phone call followup when? Weeks, or 
sometimes months after the initial contact. That's no longer a 
sequence -that's no longer really marketing. 
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Summary 

A proven and easy way to waste a LOT of your marketing 
dollars is simply to take a strategy or campaign that has been 
proven to work, and "fix" it. Of course, I'm not suggesting that 
you blindly follow every pied piper who tells you that he'll bring 
back 

90% of your patients and make you rich while you sleep. What I 
am actually suggesting is that you keep 2 things very clearly in 
mind when deciding on a strategy to use: 


1. Be very wary of looking just at the COST of any strategy - 
Instead, be sure to look at it from a return on investment point 
of view. A $100 strategy might be FAR more expensive to you 
than a 


$10,000 strategy, if the latter returns $so,ooo, and the former 
just alienates existing & past patients 


2. Be aware of the purpose of each part of the strategy, and be 
able to test whether changing or removing it will end up giving 
you better or worse results over the course of the strategy. 


Want to learn more? 

Patient Modelling is one of the many strategies covered in Real 
World Growth Strategies for Your Practice-an exciting new 
marketing program for Chiropractors. To find out more, e-mail 
info@svachiro.com, or visit www.svachiro.com 

Did you find this useful? 

Why not send it on to friends and colleagues and share the 
knowledge with others. Alternatively you can reprint these tips 
in your own website or newsletter, but please include the 
following information: 

Shawn Veltman & Scott Newman are marketing consultants and 
the creators of the highly acclaimed "Real World Growth 


Strategies" program for Chiropractors. To find out more, e-mail 
info@svachiro.com </info@svachiro.com > 
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Modeling the Best and the Worst 


I was at a grocery store the other day, and, noticed some people 
picking out fresh produce - They were picking up apples to 
check for bruising, squeezing red peppers to check for firmness, 
and pulling back husks of corn to get a better look at the cob. 
And then it hit me-These people were putting more effort into 
select ing their produce than many of my clients put into 
selecting their patients! 

Wait... Selecting their patients? Of course! 

After all, what is marketing but a form of patient selection? You 
tell the world what you have to offer in your marketing, and the 
people who like what they see, end up coming in. It just makes 
sense that the way you craft your marketing message, the way 
you position your practice, will have a HUGE impact on who 
comes in, doesn't it? In an even more specific sense, the patients 
in your practice that you choose to market to (if you choose to 
market to them) are also selected by you - in this case, they've 
been selected as patients you're trying to keep with your internal 
marketing. 

How selective are you? 

When you're shopping for produce, do you just grab what's on 
top of the bin? Or do you spend a bit of time to find the GOOD 
produce, rather than hoping what you picked will turn out all 
right? 

When you're marketing for new patients-Or to your exist 

ing patients - Do you market purposefully, or indiscriminately? 
Do you put in a bit of work up front to attract patients who will 
stay with you, who will follow your treatment plans, and in 
general be a joy to work with? Or do you just hope that you'll 
get them... somehow? 

"Best" and "Worst" patient models 
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Do you know which new patients are most likely to have 

30% more visits than average? 

Do you know which new patients are likely to have 25% 
FEWER visits than average? 

Questions like these are the core of patient modeling. 

The idea is simple - If you look at all of your patients who you 
consider your "best" patients, and contrast them with the group 
you consider to be your "worst" patients, you can find the areas 
where the two groups differ significantly. 

Please note - When I use terms like "best" or "worst", I'm not 
implying a value judgment - I'm sure all of your patients are 
wonderful human beings. "Best" and "Worst" can be thought of 
as "most (least) profitable", or "Easiest (hardest) to work with" or 
any other measure you'd like to compare & be able to predict. 
Putting the model together 

Okay, so let's assume you've got a model of your best & 

worst patients, and you realize the following: 

The best patients will have 15 more visits over their active 
lifetime than the 'average' patient. They tend to be older than 45 
years of age, live within a 7 mile radius of your practice, and 
almost without exception, they never let more than 5 days pass 
between visits for their first 10 visits. The worst patients have 10 
fewer visits than the 'average' patient. They are under age 25, 
live within a 10 mile radius, and they let up to 10 days pass 
between appointments over their first 10 visits. 

What do you do with this new information? Putting the model 
to work 

Well, the first thing that seems obvious is that you'd want to put 
as much marketing money & energy as possible into attracting 
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people over 45 years of age who live within a 7 mile radius of 
your practice. Additionally, when new patients join, it would 
make sense to keep tabs on how long is passing between visits - 
and encouraging these patients to book all of their visits within 
5 days of their previous visit. You'd do these things, of course, 
because you want to do everything in your power to re-create 
the "model" patient - In other words, to set up the circumstances 
so that most of your new patients are similar to your best 


patients. This is especially important in those cases where you 
do NOT have an unlimited budget, or unlimited time to work. 
It's especially impor tant when you have to make decisions on 
where to use your re sources. 

Selecting only the best 

By making use of statistical models of your practice, you not 
only get a good idea of what is happening - you also see what 
you can do to get the best results. By taking the little bit of extra 
time and effort to make use of these models, you can see some 
incredi ble things start to happen in your practice. Or, you can 
end up going home with a crate full of bruised apples... 

Want to learn more? 

Patient Modelling is one of the many strategies covered in Real 
World Growth Strategies for Your Practice-an exciting new 
marketing program for Chiropractors. To find out more, e-mail 
info@svachiro.com, or visit www.svachiro.com 

Did you find this useful? 

Why not send it on to friends and colleagues and share the 
knowledge with others. Alternatively you can reprint these tips 
in your own website or newsletter, but please include the 
following information: 

Shawn Veltman & Scott Newman are marketing consultants and 
the creators of the highly acclaimed "Real World Growth 
Strategies" program for Chiropractors. To find out more, e-mail 
info@svachiro.com </info@svachiro.com > 
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Top 10 B2B Marketing Tactics in a Re 


cessiOn 


ee 


Marketing in a recession is all about focusing on four key 
activities 

1. Optimizing your marketing strategies 

2. Testing your marketing strategies 


3. Measuring your ROI more effectively 

4* Reacting faster to problems 

Here are my Top 10 B2B tactics for effective marketing in a 
recessiOn: 

B2B Tactic #1 Up-sell and cross-sell to existing customers 

You know that it's easier to sell to your existing customers than 
to new prospects but, traditionally, companies are not very good 
at it. Here are my four key tips: 


1. Analyze customer buying patterns to help develop cam 
paigns and messages to your existing customers 
2. Analyze what customers haven't bought 


3. Decide what products complement what customers have 
already bought 

4* If you don't have in-house resources, find an external agency 
to help you analyze your business to help cross-selling 

You know that it's easier to sell to your existing customers than 
to new prospects but, traditionally, companies are not very good 
at it 
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B2B Tactic #2 Re-allocate budgets to help close sales 

In these times, I advise clients to consider moving budget from 
functions like brand building towards providing more sup port 
for your sales force. Let sales objectives and customer service 
issues dictate the emphasis of where the budget is re-allocated. 
For example, promote warranties and contract renewals - they 
can add enormously to your company's bottom-line profit, or 
conversely, if neglected, they can drain away potential profit 
like a leaking bucket. These activities don't often get much 
marketing support but they can generate considerable revenue 
and profit. 

In essence, there needs to be a shift from carrying out mar 
keting programs to carrying out external sales lead demand gen 
eration programs. 

"consider moving budget from functions like brand building 
towards more support for your sales force" 

B2B Tactic #3 Provide more low-cost trials 


If you're selling high-value products offer your B2B pros pects 
low-cost trials. Prospects need to be sure that spending maybe 


tens of thousands of pounds with your company is the correct 
decision. Offering low-priced trials lowers the risk for the 
prospect, and it's a way of opening doors when budgets are 
tight. 


B2B Tactic #4 allocate budget to Webinars and low-cost 
marketing strategies 

I often find that expensive marketing activities are not al ways 
needed. In a well-established market, most prospects simply 
want to know how to overcome a particular problem. Cost 
effective webinars can be put together to simply state the 
problems with the use of credible speakers to outline possible 
solutions. Often those credible speakers can be your your own 
company employees the use of which can give you budget 
savings. 
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A lot of marketers think they need a figure like an ex cabinet 
minister to gain credibility, but excellent results from the 
webinar can be achieved with your own well-respected staff. 
Presenting problems and their solutions in a "no-frills" manner 
really works, and the prospects are fully warmed-up for your 
sales people to followup. 

"Offering low-priced trials lowers the risk for the prospect, and 
it's a way of opening doors when budgets are tight" 

B2B Tactic #5 Increase budgets on the best-performing markets 


If particular markets produce better results, target those 
markets! You will probably find that you have a greater differen 
tiation over your competitors in those markets, i.e. a tangible 
sales advantage. Use that sales advantage. Move budget from 
lower performing markets to develop a multi-point marketing 
campaign highlighting and emphasizing your competitive 
advantages. 


B2B Tactic #6 React quickly to results 

Examine campaign results and react quickly to them. Use 
analytic tools that demonstrate daily trends by program and by 
campaign. The best systems display data in real time on a 
market ing dashboard, helping you determine where to spend 
your budg ets most effectively. 

I find that analyzing campaign performance often provides the 


opportunity to resolve a problem before it gets out of hand and 
starts to affect profits. For example, by analyzing a pay-per-visit 
campaign early on, and finding out that the visit-to-lead conver 
sion rate is too low, you will be able to amend the campaign or 
cancel it before your budget is blown. 


"If particular markets produce better results, target those 
markets!" 


B2B Tactic #7 Measure everything 
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You need to measure the ROI on everything - implement systems 
that provide you with in-depth results for every campaign and 
every aspect of that campaign. 

Find out: 


1. The number of new customers generated 
2. The total revenue 


3. The ROI for every campaign and every aspect of that 
campmgn 


If you have the data and the right system, you will be able to see 
whether you are using your budgets to the best effect. 


Here's another good tip of mine - link your CRM system to your 
company's real transaction data system. One approach is to have 
a unique product code associated with each campaign, so that 
every subsequent marketing activity can be monitored against 
that code. This in turn can then be linked back to actual order 
transac tions. 

"Even minor adjustments here can have dramatic results" B2B 
Tactic #8 Search Engine Optimization 

Do everything possible to improve your organization's nat ural 
search rankings, with particular emphasis to Google, which is 
the dominant engine. Even minor adjustments here can have 
dramatic results saving your marketing budget on pay-per-visit 
campaigns which continue to rise in cost. 

"Examine campaign results and react quickly to them" B2B 
Tactic #9 Use high ROI marketing tools 

Digital marketing tools like email marketing and online ad 
vertising and search campaigns can provide a high ROI. Regard 
less of the state of the economy, search marketing for example, 


is still providing excellent returns. Online advertising also 
continues 
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to work well, for performance-related reasons. Affiliate recruit 
ment campaigns are also working well. 
B2B Tactic #10 Target high-value prospects 


If youre splitting your budgets between existing customers and 
new customers, allocate your budget to frequent buyers and 
high-spenders. Offer them individual treatment, like special 
discounts, or tailor events towards them. I advise clients to set 
up a "regular customer" club so they are first to hear about new 
products and special offers. 


It's always good practice to keep in close contact with loyal 
customers. 

Norman Campbell, Managing Director of eMarket2 eMarket2 are 
a specialist business-to-business di 

rect/internet/ telemarketing agency based near London, in Bas 
ingstoke, UK, focused on building and managing EMEA wide 
lead generation programmes for Information, Technology and 
Tele communications organisations such as Web root, Citrix, 
Tandberg, Norte!, Windriver, Netjets, Motorola, and Invitrogen 
Contact Details: Tel: + 44 (0) 1256 Ss3 040 http:/ 
jwww.emarket2.com Email: info@emarket2.com 
</info@emarket2.com> Join me on Linkedin: 

http:/ jwww.linkedin.com/in/normanmcampbell 

Experience Background Overview 

20 years Direct Marketing experience in business to busi 

ness IT and tele-communication markets across UK and Europe, 
Middle East and Africa (EMEA). An innovative and effective 
marketing leader with proven management skills and a track 
record of delivering against aggressive business objectives and 
targets 

Skills include 


1. Marketing Management including development of mar 


keting strategy and plans to support new business acquisition, 
retention and expansion campaigns 
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2. Channel Management, working with OEMs and their cer tified 
business partners to execute effective marketing programs that 
deliver profitable revenue 


3. Programmed management, creation and delivery of mul 

tiple projects with a variety of internal and external client stake 
holders. Used to building and implementing plans across EMEA 
4* People management. Used to managing high performance 
teams of marketing professionals both internal and external to 
deliver against tight deadlines and objectives 

5* Good business acumen with broad range of commercial skills 
and client liaison 

B2B Direct Marketing Specialties 


FE 


A B2B marketing professional working with Information 
Technology companies across EMEA, providing campaign strat 
egy, programme management for lead generation, lead 
nurturing, lead management, channel marketing, partner 
recruitment, using digital marketing, telemarketing, direct mail, 
social networks, SEO, and PPC, 


How To Grow Your Online Sales By 


Using Ten Success Tips 


Any business in this world must grow both in value and in 
volume. Value is the amount of money that you make and 
volume is the increase in traffic for your online business. 
Volume do not always mean value, value is connected to volume 
by the law of averages. The law of average states that if you 
went to a dating site and every person you contact refuse to be 
dated, you chances of success increases with the many people 
you contact. 

The following are ten tips of succeeding in making your on line 
business grow in value and in massive traffic and repeat 
customers. 
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Tip one: Strive to bring new customers to your blog or web site. 
This is done by optimizing your search engine ranking, link 
building and both offline and online advertisements and promo 
tions. Offline advertisement and other communication channels 
include the classifieds on the local dailies and directory submis 
sions. 

Tip two: Build a long term relationship with the customers you 
engage. This is done by developing newsletters, articles and 
generally satisfying their needs. For them to trust you, make 
sure that you know the products you are selling. Do not over 
promise and generally listen to what your customers say. Dazzle 
them and they will always come back 

Tip three: Once you build a lasting relationship with your 
customers, give them something new, this way they you will 
keep having them come for more. This will lead to more sales 
thus increasing your value. You cannot offer the same products 
over and over again. Change, bring new things, products, and 
offers, you will grow. 

Tip four: Don't sell products, offer solutions, always re member 
that when a customer is looking for weight loosing pill they are 
not looking for medicine but something to make them look and 
feel good, these are the emotional benefits. When you are selling 
a 3/4 drill bit, you are actually selling a 3/4 hole. The hole is what 
the customer want, not the drill bit. The drill bit is functional 
enabler but the hole is the functional need and the picture that 
will be hanged is the emotional need. 

Tip five: You do not end the sale by receiving the money, selling 
is a continuous process. The customer may need more 
information on the product that you have sold to them. You are 
the only one in a position to help your customers after sales 
needs. For every sale get the customer details and follow up, this 
leads to effective customer satisfaction. 

Tip six: Use trusted source to get your products, do not be 

come an affiliate of bogus merchants. Never sell something you 


112 


cannot defend. Sell products that you have faith in; remember it 
is your customer who will get pissed if your product does not 
meet the expected performance. It is your business that will get 


the beating. If you are an affiliate sell products from the 
merchants with good reputations as they have been tested by 
time. 

Tip seven: Listen more to the customer, talk less. They say that a 
customer is never wrong. They are right, a customer is always 
right and if you are to succeed in building effective rela tionship 
with any customer, them you must always be on the customer 
side. Remember that your business is there because of the 
customer and you are there to serve them. Listen to them; know 
their pain and their needs. Try as much as possible to satisfy 
their needs. Remember you sell solutions not products. 

Tip eight: Differentiate marketing and sales. Many people use 
the two terms synonymously. Marketing is strategies of dis 
covering and satisfying the customers' needs. Sales is tactical, it 
is the channel of making the product available. It is one of the Ps 
in the marketing mix. Have different team for marketing as well 
as different teams for sales. There is no such thing as a sales and 
marketing department. It is sales department and marketing 
department each on it's is independent from each other. 

Tip nine: Always reward your customers by giving them free 
offers once in a while. Do not bribe them; always have mean ing 
to whatever promotion you are running. It could be anniversa 
ries, holidays, or meaningful dates. If you do balance the 
meanings and the promotions, then you risk making your brand 
survive through promotions and it will die one day. A promotion 
or free software just given for no reason is detrimental to your 
brand. 

Tip ten: develop a tangible evaluating system. Have num bers. 
For example if you are running a promotion start with 
statements like: I want to grow my customer base by 5% within 
the next six months. The promotion aim will be to have more 
custom ers try your product. Don't start without actual 
goalposts. You must be able to measure the success or failure of 
your sales activity through numbers. 
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These ten tips will make you reap benefits if well executed as 
part of your strategy. Have them understood by your employ 
ees, from the reception to the web designer. This way they will 
become part of your business vision and mission. They will be 
come the core of your customer service. 


Francis K Kamau has been in marketing for the last 12 years. He 
has experience ranging from advertisement research to New 
Product Development. He currently owns five blogs. Learn more 
on strategic planning,sales and marketing by visiting the Market 
Strategic expert at http:/ jcashmoneylink.blogspot.com 


How to Do Advertising and Marketing 


of a Product? 
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Advertising and marketing form important chains in the process 
of distribution of the products produced. They are impor tant 
functions that help the customers possess the product they 
require. Advertising and marketing are inter-related but market 
ing is a broader aspect and advertising just forms a part of it. It 
is very interesting to learn how to do advertising and how to do 
marketing of a product. 

Marketing is a broader term than advertising. It involves 
everything from the systematic planning and implementation of 
all functions from identifying the customer's needs, advertising 
for the product produced, and ultimately placing the product in 
the hands of the customer where the customer and seller are 
mutually benefited by it. How to do marketing of a product is a 
highly specialized operation. Advertising is just about bringing 
the prod uct to the notice of the customer and also educating 
him of its need and how it is advantageous than other products 
in the mar ket. 


114 


How to do advertising is a very specialized function and in 
volves telling the good of the product in a persuasive way. This 
can be done by various ways especially by putting 
advertisements in newspapers and magazines, putting up 
hoarders in important public places and also by announcements 
and displays in televi sion and radio. Advertising can be word of 
mouth also. It involves getting all the knowledge about the 


product or service to the notice of the customer. How to do 
advertising involves developing plans of how frequently the 
advertisement is to be put, how the display is to be made to 
elicit curiosity and then create an interest in the customer to buy 
the product. Since this is got much to do with the putting of the 
product in the customer's hand it involves a lot of expenses too. 
You may wonder why but the process of how to do advertising 
involves besides the regular methods involves distrib uting 
notices, sending direct and e-mail messages, sending sms 
messages and also writing articles and blogs on the internet. 
Now what does the marketing of a product involve? Market ing 
of a product involves not only advertising but also many more 
functions. First of all marketing the product involves marketing 
research. This is a very important function and involves studying 
the market to see what products sell, the type of customers 
buying that product and also what should be the optimum price 
of the product. Besides it involves media planning, the media to 
be used to bring the knowledge of the product or service to the 
knowledge of the customer. Then it involves public relations 
another impor tant aspect, besides customer support operations, 
and pricing policy. Not only has this marketing of a product also 
involved sales strategies and distribution function too. 

How to do advertising and marketing of a product are two very 
important operations and the profits of a company depend to a 
large extent on how effectively these 2 functions are carried out. 
So a lot of thoughts and efforts go into the adverting and market 
ing of a product. 

For free advice check out Marketing and Advertising 
<http://marketingbymouth.com> and for more expert advice 
feel 
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< http://marketingbymouth.comlmarketing-advertising > 


The 3 Reasons Patients Don't Refer 


Referrals. 


Word of mouth. "Tell a friend." 

You've been told that it's the best way to grow your practice 
- To have your patients refer their friends, family, and co- 
workers to you. 

So why don't they? 

There are 3 main reasons that patients don't refer others. 


1. They don't know you want them to refer others 
2. They don't feel comfortable referring others to you 


3. They'd refer others to you, but are uncomfortable bring 
ing the topic up with people they know 
Let's take a closer look at each of these. 


1. They don't know you want them to refer others 


It's an obvious point. Some people think it's TOO obvious. It's SO 
obvious, in fact, that when I ask my clients "What 

are you actively doing to let your patients know you can help 
other people in their lives", they rarely have an answer for me. 
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Believe it or not, most of your patients are NOT spending large 
pieces of their day thinking to themselves "How can I help my 
chiropractor make a lot more money?" 

They're not even asking "What can I do to let everybody know 
how wonderful chiropractic treatment is?" 

But if you ask them the right questions-Well, when you do that, 
almost all of your patients will be willing to help you grow your 
practice, and introduce their friends and family to you (See the 
article on "Why asking for referrals doesn't work" to get an idea 
of HOW to ask these questions). 

2. They don't feel comfortable referring others to you 

There are 2 VERY different standards that your patients will 
hold you to. 

The first is the standard required to keep them as a patient. 
Generally, this is a pretty easy standard to meet. If you've 

been in practice for any length of time, you obviously already 
meet this standard-otherwise, you'd have no patients 

The 2nd is the standard required for them to feel comfort able 
actively recommending you to a friend, family member, or co 
worker. 

To understand the difference, just think of any product or 


service you use that you're not particularly pleased with - but 
not so frustrated with that you're willing to switch. 

It's not rocket science, right? While you may not be willing to 
look for another alternative for YOURSELF - you're certainly not 
recommending it to anybody you care about. 

3. They'd refer others to you, but are uncomfortable bring 

ing the topic up with people they know 
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Let's say you are doing a great job though - that all of your 
patients are extremely happy, and would LOVE to see the people 
they care for being treated by you. 

They still won't refer unless you've made it easy for them... 
Which is something that very few chiropractors do. 

So how do you make it easy? Here are some ideas... 


1. Have special "Free consultation" cards that you give to 
patients who've expressed they know somebody who might 
benefit from seeing you 


Be careful here - DO NOT put "Free Consultation" on the back of 
all your business cards - Instead, treat these as if they're 
something special - something you only give to your best 
patients. Presentation and perceived value is 90% of the 
effectiveness of this type of tactic. 


2. Ask your patients specific referral generating questions 


Not "Can you think of anybody you'd like to refer to me?" But 
rather "Do you know anybody who is suffering from (mi 

graines I back pain J arthritis I insomnia I etc)?" Then wait for 
them to answer. If they can think of somebody, THEN give them 
the consultation card, and point out that you've helped many 
people with similar conditions 

3. Show them what to look for 

Similar to the above, but in this case, you're asking them to keep 
an eye out for certain symptoms. "If somebody you know starts 
to feel the aches and pains that come from sitting behind a desk 
all day ... or finds that their ankles, knees, or lower back are 
hurting them AT ALL... Then just remember that it's not a 
normal state - that those are often signs of deeper problems, and 
that I can help them overcome the pain right away, and stay 
healthy... Just like you and I are doing." 


To find your answer, you need more questions 
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To learn how to generate a LOT more referrals in your prac 
tice, you only need to answer these 3 questions: 

? "What am I doing to make sure my patients know I want them 
to refer?" 

? "What am I doing to make sure that I'm 'wowing' them every 
time, and not just meeting their minimum expectations?" 

? "What am I doing to make it easy for them to refer others to 
me?" 

When you can answer these questions well, you'll under 

stand why your patients are - or are not - referring others to 
you. 

Want to learn more? 

Referral Generation is one of the many strategies covered in 
Real World Growth Strategies for Your Practice-an exciting new 
marketing program for Chiropractors. To find out more, e-mail 
info@svachiro.com </info@svachiro.com> or visit http:/ 
jwww.svachiro.com 

Did you find this useful? 

Why not send it on to friends and colleagues and share the 
knowledge with others. Alternatively you can reprint these tips 
in your own website or newsletter, but please include the 
following information: 

Shawn Veltman is a marketing consultant and the creator of the 
highly acclaimed 'Real World Growth Strategies’ program for 
Chiropractors. To find out more, e-mail info@svachiro.com 

< /info@svachiro.com > 
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1 Smart Marketing is What's Needed 


Now 


So it's tough doing business right now. If you're thinking of 
slashing your marketing budget, don't be too hasty. Hugh David 
son, author of 'Offensive Marketing' says 'Studies show that 
brands that maintain or increase marketing spend in a recession 


tend to do better than their rivals in the long run’. Indeed, when 
there is less business available does it really make sense to 
become quieter? No, you need to bang your drum harder and 
smarter. Lowering brand awareness makes it much harder to 
gain when your competitors have taken your place. So here are 
a few tips on cost effective, 'smart' marketing activities that 
could help see you through. 


1. Review all marketing activities and only cut those that are not 
delivering. Only keep activities that have been proven to yield 
results. Testing and measuring your marketing activities is key 
to this and if you don't yet do it, shame on you! Get a 
measurement system in place pronto. 


2. Increase 'free marketing' activities. Word of mouth is a 
powerful tool and with a bit of encouragement, your current 
satisfied clients can become very valuable to you. 


3. Cut back on production costs by streamlining your proc esses. 
Are you using the most cost effective supplier? Are you wasting 
time in the sign off process? Can you combine projects to get a 
better deal? 

4* Integrate your marketing activities to strengthen their ef fect. 
The interaction of varying activities can increase the impact 
they make significantly. 

5* In the current climate, clients needs change and your 
marketing strategy needs to bend and flex to support this. Keep 
an eye on it and review monthly to ensure it is doing what it 
should. 
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6. Look after your current clients, they are as worried as you so 
be flexible. Understand their woes and work with them. Mar 
keting is most effective when you understand and responds to 
people's individual needs and aspirations. 

7* Advancements in digital marketing has made it one of the 
most cost effective marketing activity there is. Website updates, 
search engine optimisation, social media and direct mail can be 
the best ways of reaching your market when budgets are tight. 
You can launch targeted campaigns that are measurable. 
Websites and email campaigns can be tracked and data captured 
which will help you understand what works. Don't rule out the 
likes of Twitter just because you think your clients aren't using 


it. It's becoming the fastest growing online tool out there and 
could become a valuable part of your marketing mix. 


Gemma Went runs London based design and architecture 
marketing consultancy, Red Cube Marketing. For more go to 
http:/ jwww.redcubemarketing.com 


How to Use Your Brand Story to Help You 
Connect With Your Market and Make 
Profits Soar! 


We didn't lose the game; we just ran out of time. - Vince 
Lombardi 

How you can make stories work for your Brand on the con 
scious and unconscious level with your prospects and customers 
is by tapping into an archetypal theme. 
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By touching on a familiar story, you get your customer to nod 
along with you, and engage with you on multiple levels. 

The most common archetypal themes are: THE HERO'S 
JOURNEY 

THE COMING OF AGE 

THE ACQUIRING OF WISDOM PACTS WITH THE DEVIL 


& 


TRICKING THE TRICKSTERS 

Some of the story motifs include the Achilles Heel from Greek 
mythology, where a seemingly invincible warrior has one small 
weakness that can bring about his downfall, and the Cinder ella 
story, where a downtrodden hero defies expectation to achieve 
success. 

These common themes help your audience tap into primal 
emotions and create an instant sense of familiarity. Each story 
has a moral, or a point that talks about your firm, your skills 
and credits. And for a brand product, the story is never-ending. 
We use stories to build trust and credibility. Brand building 


based on stories make a promise with the customer and the mis 
sion of all of the elements to the brand, like logo, website, bro 
chure, even down to how you interact with customers and 
clients is to build on that trust. 

Some Brands use color, and placement to forge a bond with 
their customers, and create an instant impression. Think about a 
hundred dollar bill. Just the sight of it invokes an instant re 
sponse: MONEY. The color of the green, the look of old Ben 
Franklin. Some logos incorporate those elements, which tap into 
our association with that element. 

Complicated? 


It can be. Or it can be simple. Which is the point of using a 
familiar story to create recall, and have your customer think 
about that story while they think about your company. 
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Some of the basic rules of visual branding are: 

Keep it simple. Keep it clean. 

Keep it consistent. 

Let's look at the Cowboys for a moment, and I'm referring to the 
Dallas Cowboys of course, not the grungy, shower starved, range 
dwelling pokes from the West- 

Wait! Aren't they the same thing? 

No, I'm kidding. The Dallas Cowboys of today have a clean 
simple look. Their logo is a STAR! 

What does that say about the team and conveying an in 

stant message! 

The colors are blue and silver, soothing, reliable. Now what 
leather skinned cowboy in his right mind would wear silver? 
Strike silver maybe, but then he would be a prospector and not a 
cowboy, and we all know the '49'er's are Red and Gold! 

The Dallas Cowboy's logo serves to convey a story about their 
team: 

They are stars. 

Performance wise, they may not back up that claim, and some 
team members may not live up to the expectation created by 
their story, but their design reinforces the idea of their story. 
The key to a successful branding campaign is to know who you 
are and show who you are in your business. 

One day of practice is like one day of clean living. It doesn't 


do you any good. -Abe Lemmons 

A second key to successful branding is to focus on the emo 
tional aspect of your brand in the hearts and minds of your con 
sumer. 
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Creating a compelling story to connect with your audience is 
paramount to achieving this goal. When a customer feels an 
emotional pull toward your company, you've gained their trust 
and are rewarded with their loyalty. 

Numerous studies show that while people may use reason to 
reach a conclusion, they use emotion to justify their actions. 
That's why most salespeople are taught to focus on benefits, 
instead of features. 

A feature is what you have-a benefit is how what you have 
works for your customer. How it makes them feel, and once you 
connect on that level, you have a real power with your brand. 
Think about NASCAR for just a moment. NASCAR has built a 
huge loyal following of race car fans, they have a couple of hun 
dred great stories to choose from when connecting with their 
audience, and they have entered into the cultural lexicon. 

Have you ever heard anyone say, "I'm going to go watch 
NASCAR," when referring to how they will spend a Sunday after 
noon? 

No one says, "I'm going to go watch NFL." 

Or "Me and the guys are going to the MLB game." They say "I'm 
watching football." 

Or "Let's go to the game." 

But NASCAR has become a destination Brand for many fans. 
Sure, you have people who watch the Brickhouse, or fans who 
visit the Daytona 500. And as the sport has grown, and the fan 
base expanded, more varied definitions of the Brand have been 
referred to. But the basics are there. 
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When people think about racing now, they think of NASCAR 
stock car racing, and often refer to the individual races by the 
NASCAR brand name. 

That's a story and an emotional connection with their audi ence. 
Any time you are considering the story to tell about your brand, 
you need to consider the emotional profile and let it play a key 


role in positioning your market. 

Chris Lowry ts the founder of http:/ jwww.Lowrywrites.com, a 
publishing incubator that turns writers and business executives 
into best selling authors. Based in sunny Orlando FL, Chris 
consults with small business owners and executives for cutting 
edge marketing strategies to help grow their business in any 
environment, concentrating on customer relation ships through 
copywriting and communication. Chris has written over 1000 
articles, webpages, blurbs and a dozen books for busi nesses 
across the country and he can help you too. For a Free Copy of 
his book, BRANDED, on how you can use stories to connect with 
your market and increase profits, send an e-mail to lowry 
writes@gmail.com </lowrywrites@gmail.com> and get it 
today 


Find Red Hot Niche Opportunities 


There are a lot of items on the market today that claim they can 
help you make money online. While a lot of them may help in 
one way or another, some of them may not be worth your 
money at all. Before you rush out and buy the next best money 
making program that promises to help make you a millionaire, 
take a second to learn the most basic fundamental step. 

The most basic and fundamental step to success in any business 
or profit making venture is to have customer demand, known in 
the industry as a niche. The reason so many new busi--- 
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nesses and marketers fail is because they rush out and spend 
their precious time and money promoting to customers that just 
do not exist. 

Surely it makes a lot more sense to promote to customers that 
you know exist. Better still promote to customers you know 
what they are searching for and the exact words they are using 
to try and find solutions to their problems. 

The reality is all the tools for doing this are freely available on 
the internet. Tools like Google External search Based Keyword 
Tool can be used to quickly and effectively identiJY red hot 


niche markets. 

Another freely available tool I always use is Google Insight, this 
tool lets me identiJY if demand is seasonal or has strict geo 
graphical boundaries. With Google insight I can immediately see 
how many potential customers are searching on a country by 
country basis. 


It is time to stop guessing what the market wants. Learn to use 
these excellent research tools and start making a lot more 
money from your hot niche markets. 


If you are looking for step by step guides showing you how to 
find a niche or how to make money try these links: Find A Red 
Hot Niche <http:/ jwww.squidoo.com/nicheproductideas > Or 
Make Money <http:/ jwww.squidoo.com/earnpassiveincome > 
Thanks for reading and good luck! 


How to Become an Innovative Thinker 


126 


It's time to stir the pot, so to speak. While other businesses and 
perhaps some of your competing VARs are panicking or sitting 
back waiting for something positive to happen with the 
economy, it's time for you to step up. And I mean step up. No 
more using marketing tactics in the tried and true ways. Forget 
about pulling out last year's marketing plan and "tweaking it." 
And if you think your customers are going to call you and say, 
"Just put me down for what I ordered last year," forget it. It's a 
new world out there in this down economy. 

But those resellers who become innovative thinkers and get 
creative about the way the plan to do business in 2009 and 
beyond will be the ones who thrive for years to come. How are 
you going to connect with your customers in a different way 
than you have in the past? How are your customers doing 
business differently these days? Those answers will affect your 
new shift in thinking. Cus tomers today are demonstrating 
different buying behaviors than in the past. They are facing 


challenges that have no solutions. Pro vide those solutions. You 
won't be able to solve their problems using outdated methods. 
How are you going to set your own internal stage so that it has 
positive effects for your customers? Now is the time to "get 
busy", and probably for the first time, put that thinking cap on 
for real - like your life depends on it, because it does. 

So let's look at some these ideas that will you can put into 
motion today: 

? Make a goals board. Now is the time to stay focused at the 
task(s) at hand for optimum efficiency and effectiveness. Hang a 
dry erase board in your office. Mark off spaces for short-term 
(weekly, monthly) and long-term (quarterly, annual) goals. Be 
sure that they are measurable. For example, don't set a goal of 
"adding more customers". Get specific: "Add 10 new customers 
next month." By making your goals measurable, there will never 
be any question about whether you succeeded in meeting them. 
Give yourself goals in every category. Make a list of five things 
you can do today to get closer to achieving those desires. What 
will it take to stay on task and meet - or beat! - those goals? 
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? Call five customers. Your best source for new sales and 
enhanced market knowledge and business trends comes from 
your existing customers. Today, pick five - any five. Call each 
one. Ask about their business. What are they working on? 
What's selling well? What isn't? Identify a need that you can 
address (either right then and there, or do a little homework and 
get back to them). Find a problem you can solve. Then solve it. 
? Survey your customers. If you want to know what your 
customers need, want, and aren't getting, ask them! Call five of 
your regular customers today and ask what they would like to 
see added or improved on your site. "How can our site be more 
valu able and useful to you?" Then call five customers who have 
fallen 

off your radar and ask them what you can do to bring them 
back! They will all appreciate your earnest interest. And you 
will unlock the answers as to how their changing their business 
model during this down economy-and then you can change with 
them. 

? Answer questions on Linkedln. Go to Linkedln's "An 

swers" tab and visit on "Answer Questions." Here you'll find a 


vast 

array of problems just waiting for the right solution. Step in so 
you can become a knowledge expert! Now it's your turn to be 
the thought leader. 

? Talk to your vendors. You're not alone in your business. 

You can - and should - rely on your vendors to support your 
sales efforts. At least once per quarter, reach out to your vendors 
and find out what resources, ideas, and promotions they have 
available for you. Check on additional training they offer to help 
you sell their products more effectively. Ask about promotions 
(giveaways, premiums, rebates, bundles) that you can use to 
boost sales in the upcoming quarter. These are your partners, 
folks, so work to gether! 

? Think of a brilliant value-add idea to better serve your 
customers. What would make your customers stand up and take 
a fresh look at your business? The broad answer is: exceed their 
expectations. Give them something that they will value without 
charging them for it. Add convenience to their lives. What can 
you do to tempt your customers with something of value that 
will provide a good ROI? If you don't try, you will likely lose 
them to those competitors who are taking this advice. And you'll 
miss out on the priceless value of that viral word-of-mouth 
advertising that goes along with exceeding your customers' 
expectations! 
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These ideas are really just the tip of the iceberg when it comes 
to "thinking forward." You must encourage yourself to be 
innovative, to think differently, and to take action in new and 
unique ways. Your customers will take notice. Your extra efforts 
will show that you are genuinely interested in how this 
recession is affecting them - and that you're doing something to 
help them. Think of your own tips and tricks. For a few more 
ideas to jump start your brainstorming, you'll find more in my 
ebook, "so Smart, Easy and Effective Ideas to Boost Your 
Business Today." All it takes is one idea to get things rolling. But 
if you don't roll now, you're quickly going to be left behind. 

A dedicated marketing professional, Michelle Kabele has been 
helping technology companies develop award-winning channel 
partner programs and marketing strategies for over 10 years. 
Michelle has worked extensively with small businesses 


throughout North America 


Michelle has an MBA from the J.L. Kellogg Graduate School of 
Management (Evanston, Ill.) 


Patient Retention Strategies- New Pa 


tient Checklist Part I 


When you have a new patient in your office, what can you do to 
convert them into a patient for life? Here is our checklist for this 
process with a brief explanation of each. Feel free to use it and 
make it part of the systems of your practice. As you can imagine 
we go into more depth with our comprehensive practice develop 
ment program. 


1. Make a strong visual first impression. 
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Human beings think in short cuts. The doctor with torn shoes 
and pants that don't fit is automatically less competent. They 
don't assume they are dealing with Dr. House, they assume they 
are dealing with someone who is about to lose their house to 
foreclosure. 


If you were going on a first date with someone you wanted to 
impress you would wear Kenneth Cole shoes and not Kmart 
specials. The way you dress says more about you than your 
resume to many patients. 


2. Make your patient feel welcome. 


Human beings crave appreciation and acceptance. It's a fact of 
life. Why not offer this to someone you will be taking care of for 
the next ten years? (And who will be helping you to build the 
asset you will retire on -your practice.) 

One of the easiest ways to make your patients feel welcome is to 
use their name. The rule of thumb is to use their name 5 times 


during the visit. You can be formal or informal - I use first 
names for patients that are younger then I am and Mr., Ms., or 
Mrs. for patients that are older than me. Sadly I am using more 
and more first names. 

3. Explain your treatment plan. 

There is a certain excitement that comes with forming and 
executing a plan. People tend to follow a plan more if it is ex 
plained to them. In the world of marketing and advertising this 
is called "reason why copy". And what I am suggesting to you is 
that you are selling a treatment plan to your patients. 

Many doctors object and say it is demeaning to have to be a 
salesperson when they went to school for all those years. My 
answer is Zig Ziglar's old line, "Incompetent salespeople have 
skinny kids". You may be able to console yourself with the belief 
that you are above persuading your patients to follow your treat 
ment plan, but you will get paid better and have less stress if 
you simply learn to do this. 
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By the way, the ability to present a plan in person is as lear 
nable as any other skill, including learning to drive a car or 
learn ing to perform any medical procedure. 

When your new patient goes home, their spouse, friends or 
family will inevitably say, "What did the doctor say?" If you 
didn't outline a clear plan for them, they will likely say, "He 
didn't know, he's an idiot, do you have any good doctors you 
could recommend to me?" 

Another good thing to do is to ask them to repeat the plan back 
to you to ensure comprehension. 

4* Answer ALL of their questions. 

Note the use of all caps. One of the easiest ways to turn a patient 
off is to evade the answers to their questions. 


If a patient has a lot of questions, you can always either 
schedule another visit to go into more depth or have your nurse 
help you answer some of their questions. I prefer to give the 
patient the choice. I would never rush them out of the room and 
ignore their questions, particularly on the first visit. 


I once had a partner who would not make eye contact with 
patients and when they asked him what was wrong he would 
say "I don't know" and stop there. I say "I don't know" all the 


time and then I tell the patient how I intend to get the answer. 
But the way my ex-partner did things, patients felt like he was a 
cold fish who didn't care about them. For that reason a lot of 
patients just didn't like him and left the practice. 

Dr. David Zahaluk is the founder of MIP Practice Perform ance, 
a firm that helps physicians find greater satisfaction and 
financial security from their practices. His book, The Ultimate 
Practice Builder Book 

<http:/ jwww.squidoo.com/practicebuilding/> , is a 
prescription for financial (and emotional) health for modern 
private practices. 
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For more information, http:/ 
jwww.ultimatepracticebuilder.com/ 
please visit: 


Voice Broadcast Types and Techniques 


Voice broadcasting can be a very efficient marketing tool for 
smart marketers to deliver a sales pitch, call on a client list, or 
as an event reminder for a last minute rally. Voice broadcasting 
is available in variety of different forms that should be explored 
to suit you marketing needs. Here's some of the forms available 
today. 


1. Typical voice broadcasting services can deliver thousands of 
pre-recorded voice messages to many recipients. Systems can 
usually detect if the line was answered by a human or an answer 
ing machine. This accuracy is in the neighbourhood of approxi 
mately 85-95%. With this technology, a different message can 
be played to a live person, and an entirely different message 
played to an answering machine. 


2. Voice mail broadcasting is the strict delivery of a pre recorded 
message directly to a recipient's voice mail box. If a live person 
answers the call, the message will not play out. This me thod is 
best for event notifications, product updates, reminders, and 


some lead generation. Voice mail broadcasting is available in 
B2B and B2C formats. 

3. Voicecasting is a newer form of voice broadcasting. This type 
of voice broadcasting is known as a ringless voice message 
delivery system. The recipient's phone will never ring, while a 
message is being delivered into their voice mail box. Best used 
for consumer mass marketing. 
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4* Voicemail courier is a new type of voice message delivery 
administered by a live call center. Typical voice broadcasting 
systems work best if dialing to a direct line to reach the targeted 
recipient. Voice broadcasting systems can not handle extensions, 
receptionists or dial by name phone menus. Voicemail courier 
fills the gap by handling receptionists, extension numbers, and 
phone menus to deliver your message accurately to voice mail. 
Voicemail courier is primarily a B2B call center service, but can 
also handle B2C formats. Few call center service bureaus offer 
this service, but one such vendor is http:/ jwww.voicelogic.com. 
5* Text to speech is another voice broadcasting service that 
reads text to the target recipient. Each number dialed can have a 
message to play and a voice synthesizer that can read and pro 
nounce text particular to each recipient. Applications for text to 
speech are collection agencies, reminders, event notices, and 
other requirements for personalized messaging. 


Patient Retention Strategies- New Pa 


tient Checklist Part II 


In the previous article we were discussing the checklist to follow 
to convert a new patient into a patient for life. The first four 
items on the list were: 


1. Make a strong visual first impression. 


2. Make your patients feel welcome. 

3. Communicate a clear, actionable treatment plan. 

4* Answer ALL of their questions. 

We'll finish off the list in this article. This is the information we 
go into in great depth with our physician clients. It is absolutely 
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predictive of which practices will have successful business out 
comes. 


1. Find out how they found you. 


You must know your referral sources and the media that are 
driving new patients to your practice. When you analyze this 
data you'll find something very interesting. You'll find that 5-20% 
of your sources will bring you 50 to 90% of your results. 

So 20% of your patients make So% of your referrals. And 


20% of your ads bring So% of the patient calls and appointments. 
IF you don't know this, you won't know which ads to pull and 
which ads to increase. You also won't know which patients you 


need to call and personally thank for promoting your practice. 
You can't manage what you can't measure. You must know the 
paths that lead to your practice and how they work. 


2. Schedule their next visit. 


I know this one sounds self explanatory but bear with me. Tell 
the patients exactly when to come back and for what. People 
like to know why they are coming back. 

Don't leave it up to the patient to schedule their next visit. 
Instruct the staff that new patients must leave with a next ap 
pointment with no exceptions. Then put them into your patient 
reminder system. And measure the statistics on this. 

You want to know two statistics-what percent of new pa tients 
schedule a second appointment at checkout and what 
percentage of new patients are seen for a second appointment. 
Most doctors are disappointed when they see these numbers. 
They often assume that things are going as they should in the 
absence of a system to review this data. 

Once your staff knows this is really important to you, they will 
likely improve their performance in this area, given a little 
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training and encouragement. But what doesn't get measured 
doesn't get managed. 

3. Sell them on your practice. 

Do you have a goody bag for new patients? You should. It 
should sell them on the vision of the practice and the 
trustworthi ness and expertise of the providers. It should discuss 
the hours and the future plans of the practice. Include business 
cards, mag netic business cards, audio business cards, bio sheets, 
practice one-sheets, calendars, brochures, pens, mugs and 
relevant patient information. Call our office if you need help 
with this. 

You should also consider doing a 3-step mailing to new pa tients 
after their first visit. This is highly effective and really brands 
your practice. After the visit survey cards are also very useful 
and a good add-on to this process. 

4* Decide if they are a good fit for your practice. 

The 80-20 rule says that 20% of your patients bring you So% of 
your grief. I really think it should be 5% of your patients bring 
you 95% of your grief. Most patients are good people that you 
can work with. If you're getting a high percentage of problem 
patients (more than 5%), we need to look at better models of 
new patient acquisition. Contact our office for help. 


If you encounter a problem patient, you'll often recognize this at 
the outset. That's the right time to take action. Feel free to refer 
these patients on to other more suitable providers. Or, at the 
very least set limits on these patients in the form of written con 
tracts. 


It takes a lot of confidence to remove a problem patient from 
your practice. (Of course, always follow appropriate proto cols 
for doing so and consult a competent local healthcare attorney if 
you have questions about doing so.) It takes a belief that you 
will be OK if you do this. Give yourself that gift of confidence. It 
will be worth it. 
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Dr. David Zahaluk is the founder of MIP Practice Perform ance, 
a firm that helps physicians find greater satisfaction and 
financial security from their practices. His book, The Ultimate 
Practice Builder Book 

<http:/ jwww.squidoo.com/practicebuilding/> , is a 


prescription for financial (and emotional) health for modern 
private practices. 

For more information, please visit: 

http:/ jwww.ultimatepracticebuilder.com/ 


A 10-4 On Marketing 


Have you heard the latest Marketing buzz? Just when you 
thought you were really smarter than a fifth grade, look again. 
Brushing up on the latest buzz should be number one in your 
itinerary. Is that a 10-4? Ok, that is talking in codes-just like CB 
talk, which are terms that those operating CB radio used mainly 
during the CB craze of the 1980s. 

To be considered a true blue Marketing person, you must keep 
the 4Ps embedded in your heart and soul. These 4Ps make up 
the coveted Mix - Product, Price, Place and Promotion. This is a 
process for communicating and delivering offerings that have 
value for a given customer or client. 

A further explanation of the 4Ps can help a company or any 
business establishment to cater to a customer's needs and wants. 
The Product aspect of this field focuses entirely with the 
specifica tions of the actual product or service and how it can 
relate to the customer's requirements. Price, on the other hand, 
simply details the cost or amount of a particular product or 
service. There are instances when price could be intangible - 
exchanged for time, energy or even attention. 
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Place or Distribution is all about determining the right ve nue to 
bring a particular product or service to the end-user. The last P 
is perhaps the most exciting one since it deals with Promo tion. 
This tests the company's creativity in making their products or 
services stand out among other ones that belong to the same 
category. 

Have you grasped the fundamentals on Marketing? Is that a 

For other related marketing information such as sales mar 
keting, internet marketing, marketing advertising, online market 
ing, email marketing, business marketing, marketing strategy, 
marketing management, and direct marketing you might like to 
visit http:/ thebusinesshelp.comjmarketing 

Vincent Siew is the owner of Directory Of Singapore. He has 
lived in Singapore for 52 years. He and his team will be able to 


provide you information about/concerning Singapore, including 
travel guides and expert recommendation, so you can have a 
wonderful time in Singapore 

You deserve the best information on Singapore, and you can get 
it here! Visit= > http:/ directoryofsingapore.comjblog 


Mfordable Marketing Ideas 


Many who have thought about starting a business have ac tually 
done just that...thought about it! It's amazing what begins to 
happen once you take that first step and follow through on what 
you have begun. When starting a business, it is important to 
really pay attention to your expenses. You know that marketing 
is impor tant, but feel as if you might not be able to afford it. 
Well...think again! There are many affordable ways to market 
your product or 
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service when on a tight budget! This guide will list a variety of 
ways to spread the word without spending a lot of money to do 
it! 

We all know that one of the most effective ways to get the word 
out is by word of mouth. So in order to do this, you have to 
bring your product or service around "the mouths". How do you 
do this, you might ask? The easiest way is to begin to attend 
networking meetings. Look around online for a local networking 
event that caters to the audience you are looking for. You might 
also look into joining your local chamber and start attending the 
meetings there as well. If you cannot find a local networking 
meeting in your area, then here's a bigger and better 

idea... START YOUR OWN! This is a great benefit to you! Not 
only will you be the host of this wonderful, much needed event, 
but now you will become the main contact and you've just 
allowed each of these attendees the opportunity to get to know 
you and learn about what you do, thus creating more of an 
opportunity for them to spread the word for you about your 
product or service. You can be in full control of these meetings 


and even set up a vending table at the event that includes 
brochures of your company! What an afford able way to market! 
If you have products, this would be a great opportunity to offer 
your products to the attendees as well. 

Another idea to assist in spreading the word about your product 
or service is web banner marketing. Have a web banner 
designed that markets your company. Once you do this, you can 
partner with others you have met at some of the networking 
meetings and do web banner exchanges. If you place your web 
banner on someone else's website, you now have the 
opportunity to drive that person's audience to your website as 
well. The only expense, which would be very minimal, would be 
the cost to have the web banner designed. Please keep in mind 
that there are also websites available online for free banner 
designs. It would be something pretty basic, but you can make it 
work. 

E-blast distribution is a very popular way to market today. If 
you already have a database in your email account, you can 
purchase a distribution service and import your email addresses 
into its database. You are now able to use their software which 
some offer their own selection of templates to choose from. This 
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works really well for those who aren't really skilled in the 
graphic design area. By the visit of a button, you can now 
distribute to everyone on your list! There are also e-blast 
distribution services offered at very affordable costs. These 
services can have your marketing material distributed to 
everyone in their databases as well. 

One of the oldest affordable ways of marketing is by using 
flyers. When selecting this method, it is important to choose the 
best detailed text to place on the flyer. You don't want to include 
too much info where it loses the reader's attention. It should be 
short and straight to the point. Too much extra is just TOO 
MUCH!!! 

The last low-cost marketing idea that can be effective is 
searching the internet and posting company and/or website 
information in directories that cater to your audience. You will 
find these at little or no cost. You might also be allowed to post 
your website link on some of these websites as well. 

When you start your business and are on a very tight budg et, 


begin to use some of the above methods until the revenue begins 
to come in and then you can step the marketing up a notch. 
Shyra believes in living life to the fullest and you must re move 
the toxic in your life that is holding you back from accom 
plishing your dreams 

Shyra is the CEO of HS3 Enterprises, LLC, a parent com pany 
dedicated to improving the lives of people and the corpora tions 
they own or work for. Shyra is also the Founder of The Black 
Scroll, T.O.W.E.R. (Touching Others With Empowering Re 
sources) Business Connection and Build My Enterprise which are 
all companies that help with the growth of small businesses, non 
profits and ministries. Learn more by visiting Shyra's website, 
http:/ jwww.buildmyenterprise.com 
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Improve Your Marketing Effectiveness 


Once you have put your marketing plans in action, you will 
need to judge the effectiveness of your campaign management. 
Such an evaluation would help you to know if your marketing 
efforts have been successful or not. You should remember that it 
takes time, effort and money for the campaign management to 
yield result. The following tips can help you to improve your 
marketing effectiveness: 

* Encourage your clients to provide direct feedback: As your 
clients are very important for the development of your business, 
you should forge an amicable relationship with them and 
encourage them to provide direct feedback regarding your prod 
ucts/services on offer. It will be wise if your campaign manage 
ment (PR efforts and advertisement drive) can persuade your 
existing and potential clients to come forward with their sugges 
tions and requirements, which in turn may be incorporated in 


your business to give them a better deal. 

* Be reachable: It is very important that your clients can reach 
you easily. Ensure that a telephone number (preferably a toll- 
free one) is used at prominent positions in all your promo 
tional campaigns and advertisements. Make use of a tagline that 
will push the readers to act and encourage them to call the 
number displayed. Ascertain that a knowledgeable person mans 
this telephone and can answer queries to the satisfaction of the 
caller. 

* Make your website reader-friendly: If you want your 
marketing campaign management to work even when you are 
enjoying a holiday or have left the office, you should invest in 
building a reader-friendly website.A website will continue to 
popularize your offerings to a global audience even when you 
sleep. However, ensure that the site has an easy navigational 
structure and a "contact us" section that can be found easily. 
Encourage your potential clients to e-mail queries and put a 
prompt system in place for responding to these queries. Such 
quick response will breed confidence in the potential clients and 
may eventually convert the leads into sales. 
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* Know the origin of your traffic: You should track from where 
people are landing at your site. It will be wise to analyze which 
referring sites are bringing returning visitors and which are 
giving you maximum conversions. Once you have figured out 
these facts, your campaign management should target these 
areas to reap the maximum benefits. 

* Check the effectiveness of your marketing campaigns: It will 
be prudent to know how people came to know about 

your existence. Ask you visitors the source from where they 
have heard about your business. It could be the different 
promotional activities run by you like newspaper stories, press 
releases, adver tisements etc or may be some referrals from 
other websites. Knowing all these things would help you to 
judge how successful your marketing campaigns have been. 


* Keep a track of volume trends and be flexible: Analyze the 
changes in your business volume to test the success of 


your marketing campaign. Be flexible to change your strategies 


according to the changing trends and stay one step ahead of 
your competitors. 

Use the above mentioned steps to improve your marketing 
campaign management and get the most from your investment. 
Read some more interesting articles on campaign management 
<http:/ jwww.marketbright.com/productsjcampaign- 
management.html> here 


Five Steps to Building a Successful 


Marketing Plan 


pO 


1. Create a Plan 


Too often, the success or failure of a marketing campaign is 
judged on the back end results. Unfortunately, these results can 
be 
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dramatically impacted by the amount and type planning that 
was put into the campaign on the front end. More simply put: 
poor planning leads to poor results. 

The stage for success is set at the beginning of the planning 
process. A proper marketing campaign plan will answer: who, 
what and how. 

*Who do you want to talk to? 

* What do you want to say? 

* How do you want communicate it? 


If your plan does not answer these questions, then you've left 
opportunity on the table. Your plan should also include what you 
hope to achieve as a result of the campaign -- is it sales, 
awareness, etc. These goals should be tangible and measurable. 
Depending on the length of the campaign, you should also 
outline what adjustments you'll make to the what and how from 
above and include those as contingencies.Once completed, you 


should figure out how will you evaluate the success or failure, 
what will you hope to learn and how will you use these key 
learning's in the implementation of future campaigns. 


2. Understand (Research) your customer. 


By understanding your existing customers and knowing what 
your potential customers want, you'll be able to craft a message 
that appeals most to each particular customer. Unfortu nately, 
without speaking to every single customer, that's impossi ble to 
know, so you'll have to put your customers into clusters or 
segments based on how they respond (or how you expect them 
to respond) to your messages or offers. By putting customers 
into groups, you can more easily test your various offers and the 
re sponse that each generates.Many companies also use various 
socio-economic demo graphics that are way too complicated to 
explain here. Bottom line: Research is the key to knowing the 
who, what and how. 

3. Execute the plan. 
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If you've put the time into your creating plan and into un 
derstanding your audience, then the execution of the plan 
should be the easy part. The key here is to execute the entire 
plan start to finish, don't stop midway through because you 
think you've achieved your results. 


4* Keep score. 

You've set the bar in the planning process, now measure the 
response in relation to the bar. Be prepared to make adjustments 
according to your plan based on the response. 

5* Review and repeat. 

The planning for your next campaign begins here. By un 
derstanding what you did to achieve the results, what worked 
and what didn't work, you'll be able to figure out which levers 
work best. Over time, this knowledge accumulates (and if you 
use it) you'll find that your campaigns become more and more 
successful. 

Tom Hughes has more than 20 years of business experience and 
writes on a variety of business related topics. His Business 
Rocket <http:/ jbusiness-rocket.blogspot.com/> blog helps 
businesses find the resources they need for lift off. Find more of 


his articles at http:/ jwww.business-rocket. blogspot.com 


A Name That Sells 


Much of the drive and focus of the majority of advertising 
businesses do is directed at convincing consumers of the value of 
a single product offering. Not all of your print marketing efforts 
are going to be focused solely on making a sale. 

Nor should they be. Sometimes the gains you make in im 

age, brand recognition or business relationships outweigh the 
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temporary benefit of single product sale. There are a variety of 
color printing options available that can help you move beyond 
the "right now" and build a brand identity that will help you in 
the long term. 

Calendars - Want advertising that will work for you year round? 
Calendars are you answer. Every customer that hangs your 
calendar up in their home or office will be exposed to your com 
pany name and your message every time they check to see the 
day's date or every time they flip the page over to a new month. 
Not only will the calendar owner be getting your message, 
everyone who enters their home or office will be exposed to it. 
The only question is how you want to distribute your calendars. 
While you can print calendars and sell them for a profit, 
especially during the month of December. I tend to lean toward 
using them as giveaway or promotional items to ensure that 
your calendars are being used by the greatest number of 
customers possible. 

Note Pads -Whether its taking down notes about business 
prospects or just doodling out pictures while taking a phone call, 
we all end up staring at note pads and post it notes during the 
course of a normal business day. Instead of staring at a blank 
page, though, your clients and business partners could be staring 
at your company name and logo. Note pad printing, especially 
when used as a freebie pack-in with outgoing orders, can make 
sure your company name is always the first that comes to your 
customer's minds. 

Magnets - Business cards are great for spreading your name, but 


sometimes they just get lost in your contact's wallets or simply 
forgotten about. If you print magnets with your company name 
and contact information, though, you have a better chance of it 
being there when your clients are looking for your number. 
Instead of wasting away in the folds of their wallet, your name 
will be displayed on their refrigerator or file cabinet. 

An established and well recognized name will earn you more 
long term business than any single advertisement. Keep that 
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in mind the next time you hit up your printing company and 
give these long term business builders a try. 

Kaye Z. Marks is an avid writer and follower of develop ments in 
color printing <http:/ jwww.justprint.com > industry and how 
these improvements can benefit small to medium-scale business 


Successful Marketing Using Promo 


tional Products 


| CC‘; 


Market your business successfully using promotional prod ucts-- 
pens, calendars, mugs, apparel, lighters, etc. imprinted with your 
company name and logo. At a price of $1-$3 a piece, promo 
tional products may cost more than business cards and direct 
mail, but are remembered and kept by potential clients and 
people interested in 'freebies', and can build your business and 
increase your sales for several reasons: 

DThey provide broad exposure and continued advertising 
without continued investments. For example, a beautiful desk 
calendar (versus a card) sent to your clients at the end of the 
year will ensure that your company will be visible throughout 
the commgyear. 


2) Branded apparel such as t-shirts and caps for employees build 
brand awareness whenever they are worn and provide a 
uniform, professional presentation of your company and event. 


3) Creative, unconventional promotional products that are aptly 
used for the service or product you provide --such as cap sule/ 
pill shaped pens distributed by a pharmaceutical firm or a stress 
relieving squeeze ball distributed by a massage parlor or spa 
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--make an impression with potential customers visiting your 
booth at a fair or convention and effectively convey the nature 
of busi ness. 

4)Using promotional items is a win-win situation. The tar get 
market gets something interesting or useful with the com pany's 
logo or motto, and the company or cause attracts a new 
customer. The best promotional items entice and attract consum 
ers to the brand and help build recognition in the marketplace. 
s)Well designed promotional products, such as Speedo's famous 
line oft-shirts and Nike apparel, may become so popular with 
your target market that they are willing to pay for your pro 
motional product (not to mention your core product line--ie. 
swimwear for Speedo and footwear for Nike) and in essence, pay 
to advertise for you! 

Jennie is a business school student and freelance writer 

For highly visible promotional advertising 

<http:/ jwww.china-promo.com/> , she recommends Overseas 
Promotions, established in 1988, an online based vendor 
offering a huge selection of affordable, creative promotional 
products 

<http:/ jwww.china-promo.com/> for all types of business and 
marketing needs 


How to Find Hundreds of YOUR Ideal 


Prospects 


pO 


How many customers will do business with you next month? A 
thought that has created many sleepless nights for small 


business owners. You silently pray that it'll be enough to cover 
your business and personal expenses. 
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Deep down inside, you feel like you have no control over how 
many customers actually show up to do business with you. 
Word-of-mouth is your number one marketing strategy - or per 
haps your only marketing strategy. 

There are countless ways for small businesses to bring in 
customers; word of mouth is truly only one of them but few take 
the time to explore others. Here's an awesome way to reach hun 
dreds (even thousands!) of ideal prospects for YOUR business. 
This is apparently a well-kept secret for many small busi ness 
owners as they are often surprised when I reveal this. The secret 
is LISTS! You can buy a list of ideal prospects and the number of 
names you purchase can be set to whatever your busi ness 
budget can afford. Using lists to send mailings to your target 
market is direct marketing. 

Rather than purchasing an expensive advertisement and blindly 
hoping it reaches the right people, you can speak directly to the 
people whose demographic and other descriptions match the 
description of your ideal customer. Here are some pointers on 
how to make direct marketing work for you: 

KNOW YOUR TARGET MARKET 

Although direct marketing through list purchasing is an ef 
fective way to reach more clients, if you are not crystal clear 
about who your target market is, buying a list will not be 
effective for you. Defining your target market would be your 
very first step (e.g. age, income level, other demographics, 
location, etc) 

TYPES OF LISTS: 

You can purchase a variety of different types of lists: 


? Subscriber lists (e.g., names and addresses of people sub 
scribed to Parenting Magazine or some other magazine that 
matches what your target market would read) 
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? Purchaser Lists (e.g. an appliance repairman can purchase a 
list of names and addresses of people who recently purchased a 
new appliance) 


? Compiled lists (e.g. a list that came from multiple sources such 
as the ones mentioned above. You'd have someone who reads 
Parenting Magazine and also that made a specific type of pur 
chase) 


For any of these types of lists, you can get it sorted geo 
graphically (e.g. zip code), income level, men or women only, 
only people with kids, folks with kids of a certain age, people 
who have a history of shopping online, people who purchase a 
lot of self-help books, people of a specific age, etc). The criteria 
is endless so that you can fine-tune it precisely who your target 
market is. 

WHERE TO GET LISTS 


? Online: InfoUSA.com is one that I've purchased a few lists from 
to do direct mailing and find the site incredibly easy to use. 
There are countless others as well. Another great resource for all 
types of lists is srds.com. That site is used by direct marketers 
(which is what you become the minute you start using lists to 
market your business). For a yearly subscription cost, you can 
use keywords to search for a list that best matches your target 
audi ence. At this site, you can find contact information for 
many lists that matches your criteria. 


? List brokers: These are people from whom you can pur 


chase lists. They sit down with you to understand your specific 
needs and help you determine the best list for you. You can do a 
Google search for list brokers online or in your area. Personally, 
I've found InfoUSA.com to be quite excellent. 

PURCHASE OR RENT A LIST 

Rent: You can rent lists for as little as $49 per thousand names & 
mailing addresses. But when you rent, you must commit to using 
the list once only. There are names and addresses planted in the 
list so that if you try to use it more than once, someone on the 
list reports you and you essentially get flagged and banned. And 
you definitely don't want that. 
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Purchase: Some lists you can purchase for multiple or unlimited 
use. These are typically a bit more expensive. In foUSA.com sell 
lists that you can use repeatedly. 

WHAT TO SEND TO A LIST 


When you have your golden list of ideal prospects in hand, then 
the ball is now in your court to woo them to your business, 
product or service. If it's the very first time you are connecting 
with these people, don't try to sell them something instantly. 
People rarely buy from strangers unless is something that's very 
low cost and low risk. A great way to start is to offer something 
for free in your area of expertise. (free booklet, free teleseminar, 
free CD, free report, free checklist, free evaluation, etc). But it 
must be described in a way that would entice the recipient. 

In exchange for the "free something" the person provides their 
contact information. If they accept your offer, then you know 
you have a lead - someone who is interested in what you do. It is 
then your job to turn them into a client. At my web sites, when 
a prospect becomes a lead, my first step is to ask questions on 
their problems and challenges so that I can later create or offer 
what's most desired. 

DIRECT MAIL MUST BE REPEATED 

Be prepared to do a direct mail campaign of at least 3 dif ferent 
mailings to the same list. Doing a 1-time mailing is rarely 
effective and you are likely to get little or no response. In fact, 
the more iterations the better, but remember you can start with 
just a small number of people to match your budget. As you 
begin to acquire new customers and clients, you can use larger 
list sizes and also have more repetitions to the same list. 

A direct-mail campaign can have 3 different marketing pieces 
with a different (or same) offer in each. You can even send the 
same piece 3 times with only slight modifications. If you've 
never attempted to do direct mail piece, I highly recommend the 
book "The Ultimate Sales Letter" by Dan Kennedy. It not only 


149 


shows you how to craft an effective direct mail piece but it also 
tells you the secrets to getting your direct mail read (vs thrown 
in the trash) by your target audience. Dan Kennedy has been an 
awesome mentor to me in learning the skill of direct marketing. 
And now I invite you to get the FREE one-hour audio on "How 
to Create a Steady Stream of Clients And Cash For Your Small 
Business' at: http:/ jwww.GreatSmallBusinessAdvice.com 

From Allison Babb, author, speaker, and small business coach to 
solo entrepreneurs. Allison is also the creator of http:/ 
jwww.TheSmallBusinessSuccessMovie.com viewed by over 
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27,000 


Self Employment Marketing -A 3-Step 


Approach 


As Imentioned before, a lot of people throw in the towel at 
hearing that 95% of businesses fail within the first 5 years. They 
think, "why bother." Those determined to be in control of their 
own lives, and those with an unstoppable entrepreneurial drive 
think "I'll beat the odds." and they set out to discover precisely 
how to do just that. And if you're still reading this Ezine, that's a 
telling sign that you're most likely in the determined-to-succeed 
crowd. Congratulations! 

Marketing is a huge part of entrepreneurial success and un 
fortunately, most entrepreneurs either avoid or ignore the 
market ing aspect of their business (to their peril). Most often, 
the reason is confusion or really just not knowing what 
marketing is or how to do it. 

What is it? 
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Marketing is how you get customers and customers are the 
lifeblood of your business. Without marketing, you don't have a 
business or your business ends up in a perpetual struggle for 
survival. You know you are in this struggle when it feels like 
you are trying everything to keep your business alive, but it is 
not working. Dan Kennedy, known as the millionaire maker, 
teaches that marketing has 3 components - your market (who), 
your message (what) and your media (how) 

How to do it? 

Step One: Get VERY specific about who you want to sell to - 
your target market. I know I've said this a lot but it's worth 
repeat ing - If everyone is your target audience, you are living a 
recipe for business failure. If you do not know precisely who 


your target audience is, you cannot know their pains and 
struggles. Knowing their key pains and struggles is how you 
develop your marketing message. 

Step Two: Figure out your message to your target market. In 
determining your message, first, you must know what makes 
you unique. Every business must ask themselves what makes 
them different than the competition. It could be price, an 
irresistible offer, creating something that addresses what your 
customers don't like about your competition, you powerful 
mission, your business values, etc. Figuring out your uniqueness 
helps you to stand out from your competition. 

Next, what will you say? Your message speaks to the pain and 
challenges of your target audience. Your message tells them the 
benefits they will receive in working with you. When your 
message ties into their pain and struggles, you have a powerful 
message. Many entrepreneurs make the mistake of talking about 
the cool features of their service or product vs the benefits to the 
customer. Create a powerful message by focusing on the benefits 
to the customers. 

Step Three: How will you reach your target audience? A lot of 
business owners start here by selecting advertising options. 
That's actually backwards. You must first figure out your target 
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audience, your uniqueness, and your message. Then and only 
then, you can determine the best advertising options. If you 
don't know your target market, you cannot know the best way to 
reach them with advertising. Advertising and marketing your 
business comes in many forms: Public speaking is the most 
powerful op tion, and others include direct mail, flyers, post 
cards, newspaper ads, magazine ads, press releases, promotions, 
ads for new prod ucts and services you offer, limited time offers, 
your web site, an Ezine like this one, etc. 

With this 3-step approach to marketing, your business will be on 
solid footing for success. 

And now I invite you to get the FREE one-hour audio on "How 
to Create a Steady Stream of Clients And Cash For Your Small 
Business' at: http:/ jwww.GreatSmallBusinessAdvice.com 

From Allison Babb, author, speaker, and small business coach to 
solo entrepreneurs. Allison is also the creator of http:/ 
jwww.TheSmallBusinessSuccessMovie.com viewed by over 
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Self-Employed?- 5 Ways to Attract 


Customers 


Often, one of the greatest fears in starting a business is whether 
you will actually make money at it. Questions come to mind 
like, "Will people buy from me? Will I make money? Will I make 
sales?" and also "Where will I find customers?" Here are 5 
different ways in which you can attract customers for your busi 
ness. 

1. Know your Target: If you know who your target market is, 
then it becomes infinitely easier to find them and to market 
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your products and services. If your target customer is still "every 
one" then it will be infinitely harder to attract customers. Not 
having a target market creates an unclear message for your busi 
ness. An unclear message creates confused customers. Confused 
customers do not buy. 


2. Ask questions: Instead of creating a product then trying to find 
customers for it, ask customers what they want first, then create 
something they desire. Ask about their pains and frustra tions; 
ask about their concerns and apprehensions; ask about their 
desires and goals. Study the answers and then create something 
customers would want. You will get customers much more easily 
that way. 


3. Focus on what you can give: This may sound really strange as 
a way to get customers. However, when you are in business and 
all you're thinking about is how to get, get, get, it really turns 
people off. Focus on what you love to do, how you can help 
people, create excellent products and services, and you will find 
that you will attract far more customers than with a "getting" 
attitude. People can smell greed and when they do, they 


typically run in the opposite direction. 

4* Separate yourself: How will you answer this question from a 
potential customer: Why should I choose your product or service 
over all the competitive options available to me? The answer to 
this is your USP. Your Unique Selling Proposition. Every 
business can (and should!) have its own USP. This is what differ 
entiates you from your competition. What's your differentiating 
factor(s)? 

5* Repeat Your Marketing: There are numerous ways to market 
your products and services. (e.g. press releases, sales letters, ads, 
public speaking, joint ventures, direct mail, etc). But regardless 
of the marketing method you choose, your marketing must be 
repeated. Sharing your message once will not be effective. 
Studies have shown that customers need to hear your message 
7-9 times before they buy. So consider the repeat factor when 
you begin marketing your business. 
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And now I invite you to get the FREE one-hour audio on "How 
to Create a Steady Stream of Clients And Cash For Your Small 
Business' at: http:/ jwww.GreatSmallBusinessAdvice.com 

From Allison Babb, author, speaker, and small business coach to 
solo entrepreneurs. Allison is also the creator of http:/ 
jwww.TheSmallBusinessSuccessMovie.com viewed by over 
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Self Employment - What Does Your 


Customer Want? 


I have previously talked about finding your target market. That 
is, finding out your niche and exactly who you will target with 
your marketing efforts. That is the core of people to whom you 
will sell your products or services. This week is a followup 
article where we will be talking about how to discover what 


your target market wants. 

One of the key mistakes new entrepreneurs make is to cre ate a 
product or service then try to sell it to someone. Typically they 
have a passion or talent and true value to offer. However, they 
are unaware of the needs of the person that they are trying to 
sell to. This new entrepreneur will become increasingly 
frustrated because they know that they have a good product and 
they know what they are trying to sell can really help people. 
And they remain baffled by why no-one wants to buy. 

Often at the root of this problem is the lack of awareness of who 
your target market is and also what they want. If you are 
unaware of your target market, you can refer to my previous 
article with tips on how to find that out. When you become clear 
on your target market, then you will need to go discover what 
they key needs are. You can make this discovery in a variety of 
ways. 
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But first let's focus on what you need to find out: 

* Their greatest pains & frustrations: Put aside what you're 
selling for a moment and just find out what their greatest pains 
and frustrations are. Don't try to see how that fits your product 
just yet. Just find out what it is. 

* Their greatest desires: This is the flipside of their frustra tions. 
What do they want most? Their greatest desires that often 
escapes them. 

* Solutions they are seeking: This is related to both catego ries 
above but are the solutions to the pains, problems, frustra tions 
and helps them to achieve their deepest desires. 

Example: Let's say you are a virtual assistant (Someone who 
provides administrative services to solo entrepreneurs). First, 
figure out precisely who your target market is (remember 
serving "everyone" is suicidal in business). When you know who 
your target market is (e.g. Financial Advisors), then you can 
start discovering what they want. 

want: 

Here are a few ways in which you can discover what they 

* Find your target market in your community, take them out to 
lunch or just call them up and ask for a few minutes of their 
time. 

* Ask a friend if they know any financial advisors and let them 


know that a mutual friend referred you. Ask the 3 questions 
above. 

* Do Google searches and get onto web sites and read what's 
happening with your target market 

* Get onto web sites of your potential competitors and checkout 
how they are marketing to your target market 
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* Get a couple magazines that are typically read by your tar 

get market and find out what they are reading and why 

* Do a mini survey using a free tool like surveymonkey.com 
Ask questions: In our example above, let's say that you, as a 
Virtual Assistant, find out that their greatest frustration is all the 
paperwork they have to file and process. You can ask questions 
about what makes that so frustrating or painful. What created 
that frustration in the first place? How long have they been 
enduring that frustration? What would make that frustration go 
away? What would life be like without that frustration? What 
would be the perfect solution for that frustration? So you're 
asking a lot of questions about what the pain or frustration is 
and what would solve that pain or frustration for them. 

Take plenty of notes. Why? Because the exact words they are 
using to answer your questions are precisely how you will 
market and sell your products. When you describe your product 
or service, you must find a way to connect that description with 
your target market is describing as their pains, frustrations or 
desires. When they see their own words in your ad or flyer etc., 
they will immediately identify with you, your product, and your 
business because it sounds like exactly what they are looking 
for. 

And now I invite you to get the FREE one-hour audio on "How 
to Create a Steady Stream of Clients And Cash For Your Small 
Business' at: http:/ jwww.GreatSmallBusinessAdvice.com 

From Allison Babb, author, speaker, and small business coach to 
solo entrepreneurs. Allison is also the creator of http:/ 
jwww.TheSmallBusinessSuccessMovie.com viewed by over 


27,000 
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Recession Business Guide #4 - Printing 


Brochures 


Brochure printing is something that a lot of companies have 
taken for granted over the years. With the advent of the 
Internet, most people think printed materials are a thing of the 
past and online promotions are in. However, with the economic 
climate as bleak as it is, it is important to explore all avenues of 
promotions that you can. No one person is online all the time. 
People still go out and go to public places. If you are smart you 
will want to capture both those online and offline with your 
promotions. One of the ways to do this is by printing brochures. 
In this fourth installment of our recession business guide we will 
discuss why brochure printing can help your business today. 
Also we will talk about how to implement a competent brochure 
printing campaign. 

Why brochures? 

To start, you may be asking why do you really need to print 
brochures? Well, even though online media is cheap and 
flexible, brochures offer distinct advantages that no online 
media can match. For example, online advertisements and 
brochures require a computer and an Internet connection to 
properly display them. Brochures on the other hand just require 
people that can see printed materials clearly. This alone already 
emphasizes the difference of the potential market of online 
mediums versus brochures. Brochures can span a greater and 
more general market as opposed to online materials who can 
only reach people who are connected to the Internet. 

Besides that however, brochures are easier to read since people 
can read all the information they need with just a casual glance. 
They can go to the information that they want directly without 
any difficulty finding links or searching in search engines. All 
the information is displayed in the palm of the reader's hands. 
With all the visual and text information so close, brochures be 
come an effective tool to attract your audience in doing business 
with you. In this light brochures can match and maybe even 


surpass online advertisements. 
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Of course we are not taking pot shots at online mediums in this 
article. In fact we are saying that brochure printing is a nice 
complement to an Internet advertising campaign. Brochure print 
ing can plug in the holes that your online campaign can't reach. 
That hole is basically "the real world" in a sense. You can reach 
those people who don't go online, or who rarely do more than 
check their emails. You can catch them in public places, 
transpor tation stops and even your own shop through your 
brochures. So if you have decided on an online advertising 
campaign for you business, don't forget to supplement it with 
brochures. 

Printing and distributing your brochures 

Now, we go to printing and distribution. Brochures are very easy 
to design and print. To save money in terms of design, you can 
do the brochure printing design yourself. Barring that, another 
alternative is to just download a few templates that are easily 
available over the Internet. They are easy enough to use and all 
you have to do is insert your relevant details and preferences. 
Once you have a design, you can try looking for an online 
brochure printing company that can help you print those 
brochures. This should expedite your printing process since all 
you have to do is wait in your office or house for your brochures 
to be delivered. 

Once you have your new brochures, you will be ready to give 
them away. You can treat them as fliers and just give them 
directly to your customers. You can also give them away in 
public places if you want a wider audience. You can leave them 
in lobbies and transportation stations so that people can pick 
them up. Finally you can also mail brochures to houses and 
businesses themselves. This helps big time if your target market 
hasn't yet setup an email address. 

So, as you can see, brochure printing is easy enough to im 
plement, and it has lots of benefits for your business. It also can 
compliment your online advertising campaign because color 
brochures can reach those people that can't or won't go online. 
So go ahead and try to invest in brochure printing. You won't be 
disappointed at the results. 
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For comments and inquiries about the article visit Brochure 
Printing <http:/ jwww.printplace.com/printing/brochures- 
inserts.aspx > and Printing Brochures 

<http:/ jwww.printplace.com/printing/b rochures-inserts.aspx > 
Charen Smith writes articles about Internet Marketing. She has 
an extensive knowledge and experience when it comes to 
business strategies, techniques and business solutions 


Standing in the Rain 


Driving past, you'd think it was just a corner shack. The tell tale 
sign on the window is not large enough to read as you zip by in 
a car. But in spite of its nondescript appearance, La Super Rica, 
a small Mexican restaurant in Santa Barbara, has a reputation 
that stretches far beyond the boundaries of its hometown. 
Should you decide to give it a try, you'll stand in line on the 
sidewalk. The line is usually long and slow, even when it's 
raining, but that doesn't seem to deter the folks who are waiting. 
Once inside, you choose your food from a very limited selection, 
hand written on a blackboard. No designer menus here! 
Gradually you move to a small window, order and pay, and the 
friendly order-taker gives you a number. The whole process is 
very rudimentary. 

As the line shuffles forward into the main dining area, you seat 
yourself in a plastic chair at a bare wooden table (last time I was 
there, the table I sat at was wobbly). When your number is 
called you weave your way through the crowded room to the 
kitchen window to pick up your food, which is served on paper 
plates. 
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Not exactly the lap of luxury. Yet the place is frequented by 
everyone from Hollywood celebrities to local college kids to 
Mexi can families. It's always busy and more eager patrons wait 
outside. 

La Super Rica is rightly well known and loved. Why? 


- The food is tasty, authentic Mexican with as much or as little 
spice as you want, and always fresh. As you wait you can watch 
a lady in the kitchen kneading dough to make fresh tortillas. 

- It's inexpensive. A delicious meal costs no more than a 

movie ticket. 

- It's simple: they don't try to please everyone by offering a 
large menu. There are few but tasty choices, and no frills 
service. 

That's what they're known for. That's their charm. That's the 
reputation and brand that has made them successful. 

La Super Rica has not let itself become distracted, befud dled or 
even hoodwinked by the myriad of possibilities available to 
them. Instead they found a winning formula and they stick to it. 
They don't run flashy yellow page ads. In fact I've never seen an 
ad of any kind for them in the local papers. Their reputation is 
spread by word-of-mouth marketing. 

That's one recipe for success on a low marketing budget - do 
what you do so well that customers can't help but spread the 
word about you. 

Maggie Dennison helps small businesses create and imple ment 
simple marketing strategies that win the hearts and minds of 
their ideal clients without breaking the bank and she writes com 
pelling marketing materials that have clients clamoring to know 
more 

She is the author of "11 Steps To Marketing Materials That Get 
You Clients NOW!" (available on her website). Maggie holds a 
Master's Degree in Applied Psychology, and is fascinated with 
what triggers people to do the things they do and after all that's 
what marketing is all about. Get a free email course "7 
Marketing 
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Mistakes That Can Kill Your Business And How To Avoid Them" 
at her website http:/ jwww.MyMarketingMessage.com 


The Time to Market is Now 


Marketing is the lifeblood of your business. If you don't market 
to get clients your business is dead in the water. But many sole 
proprietors and small business owners find themselves stuck 
when it comes to spreading the word. Or they put it off for 
reasons that can often be circumvented. Some of the most 
common rea sons I hear are: 

"I don't have time" 

"I don't have money" "I don't know how" 

"I don't like to toot my own horn" 

Let's take a closer look at each of these. "I don't have time" 

Do you really make the highest and best use of your time? 
Start by making a list of all the activities you do every day. 
Divide them into those that you absolutely have to do yourself 
because no one else can, and activities that someone else could 
take off your plate. 

Then delegate. It doesn't have to be expensive. You can be gin 
by hiring someone 2 or 3 hours a week. It can really jump start 
your energy when you divest yourself of routine tasks so that 
you can focus on marketing your business. If cash flow is tight, 
contact your local community or business college. They may 
have interns who need practical business experience. 
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"I don't have money" 

Take a look at your spending habits. For one month write down 
every cent you spend, both business and personal. Then divide it 
into categories. Business categories could be networking, 
internet, computers, office supplies, telephone, books and litera 
ture, education etc. Personal categories include groceries, toilet 
ries, self-care, personal development, auto expenses etc. 

Total up the amount you spend in each category and you might 
be surprised where your money is going. Two or three dollars 
now and then at Starbucks may not seem like much but tot it up 
over 6 months and it's a sizeable chunk. Newspapers and 
magazines can be another cash-guzzling category. Do they 
enrich your life or business in some way or are they just nice 
distractions? 

Examine all of your expenses under a microscope and you're 
sure to discover ways to shave off a few dollars here and there. 
Even $100 a month redirected to marketing can give you a basis 
to expand from. Every large company started small. So can you! 


It doesn't have to cost an arm and a leg. There are plenty of low- 
cost ways to get the word out. 

"I don't know how" 

A lawyer once said to me "I don't have to know everything in the 
law, I just have to know where to find it when I need it!" Same 
with marketing. There are many low-cost or no-cost re sources 
out there and you can learn as you go. Obviously it's not the 
same as having your own consultant but the key is to not let 
yourself be held back because of lack of knowledge. Or you can 
hire a consultant to help you define and implement a marketing 
strategy customized to your business. 

"I'm not the type to bang my own drum" 

Well, if you won't, who will? Get over yourself and do what you 
need to do! If this is a major block, talk to a therapist. 
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How often have you seen someone do well even though you 
think they're not all that good at what they do? And how often 
does an knowledgeable and accomplished expert end up just 
scraping by? More often than you'd think! In the end it's not the 
one who's most qualified that has the greatest financial success. 
It's the best marketer. End of story. 

Maggie Dennison helps small businesses create and imple ment 
simple marketing strategies that win the hearts and minds of 
their ideal clients without breaking the bank and she writes com 
pelling marketing materials that have clients clamoring to know 
more 


She is the author of "11 Steps To Marketing Materials That Get 
You Clients NOW!" (available on her website). Maggie holds a 
Master's Degree in Applied Psychology, and is fascinated with 
what triggers people to do the things they do and after all that's 
what marketing is all about. Get a free email course "7 
Marketing Mistakes That Can Kill Your Business And How To 
Avoid Them" at her website http:/ 
jwww.MyMarketingMessage.com 


Air Hostesses to Model Lingerie During 


Flights? 


Air travel can be boring. All the movies and magazines can't 
hide the fact that sitting down in a confined space can be rather 
dull. Now Ecuadorian marketing gurus have cooked up a scheme 
to help promote lingerie to bored airline passengers and no 
doubt to relieve them of some of their holiday spending money. 
I expect that you don't get much more of a captive audience 
than that. 

So, an Ecuadorian airline (who else) has hit upon a lucra tive 
solution to the perceived problem of boredom - for male 
passengers at least - lingerie models strutting up and down the 
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aisles. OK, so I doubt the idea will take off (pun intended) with 
other airlines, but surely it's got to make that flight go faster - 
and imagine what a bit of turbulence could do... 

This isn't the first time people have tried to spice-up airline 
travel, as the infamous Hooters Air proved, but that closed down 
sometimes ago - we are unclear why? Whether the Ecuadorian 
love of lingerie is enough to help keep this airline company in 
business remains to be seen, but it's worth thinking about next 
time you're on a plane and the air stewardess walks by. 

There marketing people may not have fully thought this through 
however! Some people may be offended or intimidated by this 
form of selling which may be seen as insensitive and pushy. Also 
the explosive cocktail of a plane at 30,000 feet, a group of 
partially Ted Baker 

<http:/ jwww.miodestino.co.ukjboutiquejsection.php/37/0/ 
desig ners> clad women and passengers who may have been 
drinking may provide a marketing sensation that is not quite the 
desired one. 

By Paul Bowers, I write about designer lingerie and luxury 
corsets from brands such as Au bade, Simone Perele, Ritratti, 
Bon Eye, I.D. Sarrieri, Mimi Holliday, Bond-Eye swimwear, What 
Katie Did, Ted Baker, Vollers and Eternal Spirits 

I also write about specialist lingerie such as that made for 
women who have had breast cancer surgery from designers such 
as Di Murini mastectomy bra <http:/ jwww.dimurini.com/ > 
makers 
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Why Smart Hotel Marketers Are Focus 
ing on the Weddings Market in the Reces 
sion of 2009 


Finding new business prospects in a recession can be a daunting 
task to say the least. Each day we come to work and reach out to 
accounts that are cutting expenses and reducing room nights. 
Yet when you study the last four recessions, it is clear that every 
hotel is surrounded by prospects that are recession-proof. As 
sales professionals, we frequently focus on the fact that our exist 
ing clients are no longer spending at the levels they did in 2007 
and 2008. 

Following funerals and liquor stores, weddings are one of the 
most predictable markets and will generate substantial new sales 
in 2009. According to the latest update from The Wedding 
Report, the number of nuptials in the United States will actually 
increase in 2009 from 2008. In fact, over 2,216,000 weddings will 
take place this year. If you like spending stimulus packages, 
you'll be pleased to know that in 2009 over $56 billion dollars will 
be spent by American couples on their weddings. 

The good news for hoteliers is that a large block of this year's 
engagements took place around Christmas and Valentine's Day. 
So once the dresses are selected and the location for the 
ceremony is decided, the bride and groom will turn their 
attention to the details for their wedding reception and rehearsal 
dinner. In 


2009 the average couple will spend just over $29,000 on their 
wedding. More than $20,000 of that amount will be allocated for 
the ceremony and reception, while $1,300 will go to the rehearsal 
dinner. The average bride and groom will generate over $8,200 in 
food sales from their reception with an additional $2,200 from 
the bar and champagne. In 2009 these couples will collectively 
spend over four billion dollars just to rent the function space for 


their reception plus and an additional $390 million for hotel 
rooms on their wedding night. 
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Hotels with limited function space often get intimidated by these 
big numbers, but weddings are a great source of new sales for 
them as well. This year 177,000 weddings will be booked that 
have fewer than 20 guests. 

Recently I took a brief sabbatical from the hotel industry to 
serve as vice president of sales for a large national wedding pho 
tography company. What I learned allowed me to return to the 
hotel industry and book more weddings in an average week than 
I used to book in an average year. My advice is to immediately 
start cultivating relationships with professionals who can refer 
wedding business to you. These key people can serve as your 
partners in profit for years to come. 

Initially, I recommend focusing on businesses who tradi tionally 
communicate with the bride and groom before they begin 
planning their rehearsal dinner, wedding reception, or honey 
moon. A great place to start is with the jeweler who provided 
the engagement ring. Next, focus on building connections where 
wedding gowns and bridesmaid dresses can be purchased. 

One of my best investments in time was spending every 
Saturday during the months of January and February in the 
busiest bridal stores across the country. I arranged with the 
owner to pay a commission on any business I booked from their 
custom ers and prospects alike. I found that generally the bride, 
mother, and maid-of-honor remained focused on finding just the 
right dresses. Frequently, however, the father of the bride was 
present, but seemed more isolated from the shopping. I booked 
the most business by focusing on these lonely dads. After 
spending time with the fathers, they would in turn share 
positive information about my services with the bride and 
groom. In short they became walking talking billboards for my 
brand. 

During the work week I focused on establishing relation ships 
with jewelers, pastors, limousine companies, and tuxedo rental 
stores. I also worked with caterers and restaurant managers who 
had already booked the engagement party. Every one of these 
professionals has the potential to send you profitable, quality 
leads. Brides and their parents are generally not experienced 
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bookers, which is why word-of-mouth referrals are extremely 
important. These referrals represent a great source of new 
revenue for your hotel. 

I strongly recommend that you also establish a referral network 
with florists, bakers, musicians, DJs, printers, photogra phers, 
and videographers. You can refer business to them and generate 
a commission back to your hotel. Don't be timid about asking for 
a commission. You are providing them with a valuable 
marketing service and you should be compensated. 

Take the time to get to know your competition, which not only 
includes other hotels, but also other reception venues. Make 
sure that you and your team understand very clearly the 
benefits, services, and prices your competitors are charging. As a 
result, you can put together an attractive package that will win 
over the bride and groom. 

One positive aspect about a recession is that there is no bet ter 
time to shift market share away from your well known but 
unaggressive competitors. While they follow conventional 
wisdom and cut back on sales, reduce services, and scale back 
on market ing, you can be aggressive and dominate the market. 
But you better get busy; this recession is going to be over very 
soon. 

Bill Todd is a high energy, humorous, motivational speaker and 
sales trainer with over a quarter century of front line sales, 
marketing, customer service and advertising experience. He is 
the co-author with Stephen Covey of Speaking of Success. Todd 
is a proud member of the National Speakers Association and was 
listed in the 2009 edition of Who's Who in Professional Speaking. 
Prior to launching his speaking and training career, Todd served 
as vice president of sales and marketing for Marriott Inter 
national's Corporate Lodging Division. Bill Todd also served as 
vice president, sales and industry marketing for 5000 + franchi 
sees of Choice International. Todd's advice and insight on 
market ing, sales and customer service has frequently been 
featured on United Airlines' In-flight Business Channel and 
Selling Power Magazine. To contact the author: email- 
BTodd@BTodd.com 
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</BTodd@BTodd.com> or call -301-633-5856. Or visit his 
web 


site http:/ jwww.BTodd.com 
How to Make Magic With Your Direct 


Mail Cam ain - Use Lum , Bum Mail 


The biggest problem we marketers face today is not finding the 
time and money to generate our messages -- as difficult as that 
may be -- but rather how to get them noticed in the avalanche of 
messaging that leaves our customers numb. 

We are an over-communicated society. There is so much in 
formation coming at us from all directions -- snail mail, email, 
Web, blogs, broadcast, print, lectures, cell, etc.-- that we just 
can't pay attention to all of it. It's system overload! 

The way to break through the noise is to do something un 
expected. One way to surprise prospective customers is to send 
them "Lumpy, Bumpy Mail." Lumpy, Bumpy Mail is anything 
that has greater volume, dimensions, weight, texture or bumps 
than expected, or even something that makes noise when 
shaken. Lumpy, Bumpy Mail does not wind up in "file 13" the 
way that junk mail does. 

In one of my campaigns, I Fed-Exed helium-filled Mylar balloons 
in large boxes to prospects. Promotional messages were stapled 
to the balloon strings, which became visible as the balloons 
drifted out of the boxes. When I made followup calls, every 
person I "ballooned" not only took my call, but laughed about 
my off-beat introduction. No cold calls there! My prospects were 
eager to find out who the kook was that sent them that "Lumpy, 
Bumpy Mail." 
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Another time I sent toy shipping boxes that had a sound chip 
(such as those found in a "talking" greeting card) and vibra tion 
device inside. When activated, the box shook violently and a 


little voice said, "Excuse me, excuse me, could somebody let me 
out of here?" The tag line? Call us for "out-of-the-box" solutions. 
See how much fun this can be? 


If you have the budget, specialty advertising companies can 
provide custom-ordered items with your logo to help you with 
your Lumpy, Bumpy Mail Campaign. But what if you only need 
a few items, and it isn't economical to order just a few pieces? 
Then head to the toy store or even the dollar store and get 
inspired. You can put together compelling campaigns with 
minimal costs. 


Here are some tips: 

* Send your Lumpy, Bumpy Mail in a large padded envelope or 
box. 

* Use an overnight mail service, or at least first-class mail. Bulk- 
rate mail indicates junk. 

* Put stickers on the outside to indicate that there's some 

thing special inside or as a teaser to build suspense. 

* A series of mailers is much more effective. Try mailing 
monthly to key prospects. 

* Follow up with phone calls. While your prospects may re 
spond without prompting, nothing substitutes for the personal 
contact. 

Gail Kent is managing director of The Buzz Factory, a bou tique 
PR and marketing firm that helps small business owners make a 
living while living their American dream. The Buzz Factory 
works with businesses by writing and distributing press releases, 
developing comprehensive online and traditional publicity cam 
paigns, creating brands and Web sites, and developing print 
materials. Gail is an accredited business communicator with 
more than three decades of experience who has won more than 
350 
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awards for excellence in communications. For more information, 
visit The Buzz Factory Web site: http:/ jwww.theprbuzz.com or 
the blog: http:/ jwww.beelines. biz 


What is Marketing and How Can You 
Enjoy It? 


What exactly is marketing and how do you do it? If you have 
your own business, no doubt you have heard countless strategies 
on how you "HAVE" to market or you will fail. Is this true? Yes 
and No. 

You do have to let others know about what you do. You need to 
let those who would be interested in and need your ser vices or 
products know about you. But the good news is, you don't have 
to do marketing or selling that is uncomfortable for you. When 
it comes to marketing, there has been a misconception that we 
all have to do it the same way-tell everyone we know and meet 
about what we do. 

I am not a "salesperson." It makes me very uncomfortable to call 
attention to myself-I'd much rather let others do that And I can! 
Did you know that there are ALL KINDS of ways to market your 
business, from giving someone a business card to writing an 
article like this one? 

I can write a newsletter or a blog post, which can both be used 
as ways of marketing. But tell me to call someone and tell them 
about what I do? No thanks. I have discovered there are many 
others who feel the same way. In fact, this very thing keeps 
some from starting up a business, because they don't consider 
themselves good at selling. However, marketing does not have 
to stop you from pursuing your dream of starting a business. 
You 
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need to find ways to let others know about your business that 
are comfortable for you and fit who you are. 

One of my favorite ways to market is by writing articles. I am 
not an exceptional writer, but I think I can get my point across. 
And when people read what you have written, it not only helps 
them to get to know you better and how you think, they begin 
to trust you. They know you are a real person and they have a 
glimpse of what you know and your outlook on a certain topic. 
You write an article on something that your niche would be 
interested in and submit the article to popular article directories. 
You can also search for websites in your niche that are willing to 


take article submissions, thereby getting your name in front of 
your market without you doing any "selling." 

What is Marketing? It's letting the people who need what you 
have to offer know about you. But find ways to market your 
business that match your personality and start enjoying market 
ing! 

Laurie Neumann offers a thorough twelve-week course in 
marketing, which includes personal coaching. Visit http:/ 
jwww.christianhomebusinessconnection.com/what-is 
marketing.html for details and start enjoying your marketing! 


Effective Marketing Strategies 


When we think of effective marketing strategies, the place we 
have to start is at what will be effective for YOU. There is not 
one strategy that will be right for everyone. The marketing 
strate gies that will be effective will vary, depending on who 
you are and who you are marketing to. 
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The strategy I would like to discuss in this article is for you to 
CHOOSE A NICHE and FOCUS on it. You can not market any 
business effectively if it is "one of many." What I mean by that is 
that, if you are trying to run three businesses that are clearly not 
related to each other, you are going to have a very difficult time 
being effective in any of them. It takes a lot of time to run and 
market a business, so if you're trying to run and market three 
businesses, it will be difficult to do a great job at any one of 
them. Also, you will most likely be targeting different groups of 
people with each business, which takes a lot of marketing effort 
to reach all the groups. Lastly, it will not be clear to anyone (not 
even you!) what you actually do. 

So, choose one niche and stick with it. Learn all you can about 
the needs of your market, and determine how you can offer 
them a solution to their need. Become an expert in your niche, 
so you will be the "go to" person for help. As you learn more 
about your niche, you will need to let people know how 


knowledgeable you are. This can be done through a variety of 
strategies, without you having to "sell" yourself. As people find 
out how much you know, you will be the one they immediately 
think of when they need a solution. That is what you want - 
your name to be the one that comes to mind when people need 
help. 


If you want to offer a variety of services to provide more in 
come, make sure they are related and of interest to the same 
market group. For example, if you provide medical billing for 
dentists, you could offer medical transcription and coding also 
for dentists. You could offer it all under the umbrella concept of 
Medical Office Services for Dentists. You see, you would still be 
marketing to dentists and all of your services are related. 


Or you could combine two or more of your interests/skills into 
one business. For instance, if you love being with new moms, 
and you have found a line of natural facial products that you 
really like and would like to sell, you could combine the two 
and offer to do facials at new mom gatherings. Imagine how 
well received these would be. What new mom can't use a 
renewed feeling? 
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As you can see, one of the most effective marketing strate gies is 
to focus on one niche and become well-known in the field. By 
becoming an expert in that niche, your name will precede you 
and business will begin coming to you. So, I ask you, what is 
your niche going to be? 

Laurie Neumann offers a thorough twelve-week course in 
marketing, which includes personal coaching. Visit http:/ 
jwww.christianhomebusinessconnection.com/what-is 
marketing.html for details and start enjoying your marketing! 


Home Based Business - 3 Secrets Re 


vealed 


Here are some elements you need to keep in mind if you want to 
work from home in your own home based business: 

1. Be sincere. There simply is too much competition out there for 
you to be successful and not make a connection with your 
customer. In another article, I will talk about brand marketing 
versus transaction marketing, but suffice it to say, you want to 
focus on brand marketing. Besides building an image or idea 
associated with your brand, your customer needs to know that 
you are real and can be trusted. This concept alone will help 
differenti ate you from your competition. How many businesses 
do you deal with where you know the CEO personally or even 
have a simple Soo number, or any number to reach them at for 
that matter? There simply is too much competition for 
transaction business and it really isn't that much harder to build 
a brand. It is really just a question of commitment. 


2. Offer value. Again, many businesses want to sell you 
something that really has no value. For example, there are hun- 
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dreds of businesses offering to teach you how to work from 
home. But what are they really offering other than a bunch of 
links to different websites? What type of inside information or 
knowledge can they give you that most people don't know 
about? One trick to build in value is simply to give a little 
known nugget of informa tion away for free. If someone is 
getting or learning something for free that they didn't know 
before, you have already started to create value. 

3. Remind your customer of the benefit received. Many times a 
customer may have received some sort of value or benefit from 
your service, but they simply don't realize it. Ask yourself what 
you have given to your customer that benefits them, and then 
tell them that you have done that. For example, in this article, 
hopefully you have learned that you can differentiate yourself 
from your competition by creating a brand. A brand can often 
be trusted more so than a transaction. Also, a customer is more 
likely to purchase from you in the future if they like and trust 
your brand. Transaction customers are often shopping for the 


lowest price and many times are never to be seen or heard from 
again. If you are going to spend the time and money gaining a 
customer, why not keep them for life by creating a brand they 
can trust? 


If you would like to learn more about online marketing a home 
based business, visit http:/ jwww.MaverickGuy.com 


Mike Patty has spent 20 years in marketing and finance. He 
specializes in authoring from his experience from working for 
the country's largest mutual fund company as well as his vast 
online sales expertise 
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Booklet Marketing - Two Reasons Why 
Placing Your Booklet in a Marketer's 
Cata log is a Bad Idea 


If you're like most authors, you love to write but when it comes 
to marketing your finished booklet you're scared to death. You 
have no idea how to start or what to do in order to sell your 
your booklets so you can profit from your work. Like many 
other authors, you have probably thought about having 
someone else do the marketing for you. You may have searched 
online and come across a few websites that offered to do just 
that - for a fee - often by including your title in a printed catalog 
that they send out to buyers (either individuals, mass quantity 
buyers, or both), where your title is marketed right along side of 
all the other booklets and/or books they have to offer. This 
works against you for two reasons. 


The Gatekeepers Are Against You 
The first reason is that it is very likely that the intended re 
cipients for the catalog will never see it. They may not have 


opted to receive it (you have no way of knowing whether they 
requested the catalog or not), and so the catalog arrives in the 
mail and must first pass through the gatekeeper's hands before 
being passed on to the gate keeper's boss. The gatekeeper's job is 
to throw out all "junk mail" and unless the catalog was requested 
and the gate keeper knows it is expected, the gatekeeper will 
perceive it as junk mail trying to sell something and throw it 
away. The gatekeeper may be a secretary, or if the catalog is 
sent to an individual, it may be the lady of the house who 
separates the mail into two piles - keep and junk. Which pile do 
you think she will most likely put that catalog in? 

Your Booklet Is One Among Many 

The second reason is that these catalogs will have catego 

ries, and your booklet will be placed in a category along with all 
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the other booklets that fit into that category - and these other 
booklets are competition for you. It's like the yellow pages - ever 
notice how many attorneys, doctors and plumbers there are in 
the yellow pages? They are all there on the same page or pages, 
in the same category, competing together for your business. If 
you choose any you will only choose one. So, all the others lose 
out. What is the chance you'll be that one should a prospect 
decide to buy from your category at all? 

Win 

Marketers And Their Catalogs -A Gamble You Just Can't 

Paying a marketer to list your titles in their catalog is a bad 
idea. It's like playing Russian roulette. You'll miss more often 
than you'll hit, and chances are you'll never hit at all. These 
marketers make it sound so wonderful - give them all the work 
and all the hassle and you can just relax and collect the checks. 
Don't be fooled. It's a gamble at best, and you stand to lose much 
more than you stand to win. You might continue to pay that 
marketer for years and never see a dime from it. You have no 
control over who your title is sent to. There are no guarantees as 
to whether your title will ever be seen by anyone within your 
market who would be a potential buyer for you. And if it is and 
they do happen to buy, they won't be your customer. They will 
be the marketer's cus tomer. You may never even know their 
name, meaning you lose the opportunity to sell to them again 
without paying the marketer to do it for you. 


For these reasons, it's best to avoid placing your title in one of 
these marketer's catalogs. The cost is far greater than any return 
you might reap. 

Copyright 2009 Kim Hillman 

Six time author Kim Hillman publishes the Writing For Riches 
With Booklets blog. If you're ready to jump-start your writing 
career, make more money and enjoy the success you've been 
dreaming of, get your FREE tips now at http:/ 
jwww.kimhillman.wordpress.com 
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Finding Appropriate Promotional Bags 


For Your Company Conference 


So you have decided to give away bags for your company's 
upcoming conference? Take note that it is important to choose 
the right bag design for your venue. Of course when you are 
dealing with very classy events, you would want fancy 
promotional bags for your attendees. 


If you just give an everyday trade show bag, your choice will 
reflect poorly on your company. So prepare to spend some time 
and money to give out a fancy bag, the marketing and 
advertising buzz generated may result to new opportunities and 
new clients for your companyin the end it will be worth it. 


Materials of Fancy Conference Bags: 

There are various graphic styles and materials that you can use 
for your bags. However, you should stay away from cheap 
plastic construction. Among these are the thin plastics similar to 
grocery store bags as well as canvass or other rough cloth materi 
als. 

Although these materials are perfect for outdoor type trade 
shows, they do not really conform to fancy conference bags. And 
although thin plastic bags can be inexpensive, they're actually 


too cheap to make any impact in an event. 

Good Materials for Bags with Structure: 

Since you will be stuffing your conference bags with good ies, 
it's best to use bags that have a certain structure so that it can 
keep its shape. In addition, your company name and logo in the 
bag will be stretched out. 

So if you are going to a summer or spring event, you may want 
to consider woven straw bags. You can order it in several 
colours to fit into the occasion. However, the down side is that it 
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might look tacky if dyed into the wrong colour. Also, it might be 
difficult to put text or graphics on the bag. 

Another option could be plastic bags that are made of thick 
walled plastic. You'll find bags of these types on many retail 
stores and high-end boutiques. They can keep their shape even 
when empty, comes in any imaginable colour, transparent, and 
can hold any kind of text or graphic. 

Finally, you can also use structured paper bags as promo tional 
bags. They are also found in many high-end boutiques and can 
be easily applied with text or graphics. 

Lottie Carrot works in the promotional bag 

<http:/ jwww.argonpromo.co.uk > industry for Argon 
Promotions, the leading company in terms of innovative 
business gift ideas. Lottie works closely with businesses to help 
market their products and services by providing information and 
help in the selection of suitable promotional bags <http:/ 
jwww.argonpromo.co.uk> for their advertising campaigns 


The Many Advantages of Giving Pro 


motional Umbrellas 


as 


There are various promotional items that your company may use 
- mouse mats, golf balls, USBs, shirts, caps, mugs, and pens are 


the usual choice of most advertisers. And frankly speak ing, 
promotional umbrellas may not be the first thing that comes to 
your mind when giving gifts to your customers. 

However, you may not know that these umbrellas offer val ue 
and benefits that other products can't match. That's why more 
and more businesses now are starting to give them to their 
clients. 
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clients. So what makes umbrellas a good choice in advertising 
and marketing your company? 

Umbrellas are Useful: 

No doubt, they are useful. You would definitely need it sev eral 
times a week. When you live in Western Europe or the UK, rain 
shower may only be hours away. This is why they are needed in 
the boot of your car or in your purse. 

Umbrellas have High Perceived Value: 

When you give them to your customers, it will be instantly 
appreciated - it simply shows that you care. In addition, they 
usually have long life - they can last for years! Therefore, the 
promotional and marketing message you have will survive 
longer. No wonder, they are often perceived to have higher 
value com pared to others. 

Umbrellas are Visible: 

When people travel, umbrellas also travel with them. They are 
colourful, well-designed, and big. Therefore, they can speak 
volumes regarding your business. If your umbrella is coloured, it 
can even stand out among the black ones in the crowd. As a 
result, marketing gurus agree that umbrellas can give your 
company the visibility it deserves. 

Umbrellas can be Bought Online: 

Ever since the start of the internet, many people have al ready 
been comfortable in buying products online. So when it comes 
to buying your promotional umbrellas, check out the online 
stores in the UK to find the best deal. Your online purchase will 
not only save time, but money as well. 

Online companies are offering a wide range of umbrellas with 
various styles, designs, and prices. You can also find various 
kinds - from classic crook handle to vented golf umbrellas. Aside 
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from having high-quality materials, online stores can also offer a 
customized design just for you. 

Lottie Carrot works for Argon Promotions a leading promotional 
umbrella 

<http:/ jwww.argonpromo.co.ukjsection/34/1/umbrellas > 
supplier based in Surrey. Lottie works closely with businesses to 
help market their products and services by providing 
information and help in the selection of suitable promotional 
umbrellas 

<http:/ jwww.argonpromo.co.ukjsection/34/1/umbrellas > for 
their advertising and marketing campaigns 


Marketing in a Down Economy 


Today at lunch ( what's that again?) well, the time of day 
usually reserved for lunch anyway...! went to return a pair of 
shoes at a local department store. WHAAAAAATTT? I can just 
tell you, there was a lot of stimulus spending in the shoe 
department! WHO are these people?? I mean, seriously, there 
were not enough sales people to handle the crowd...it was a sale 
but nothing earthshatter ingly great. I could not even get a place 
to park outside. Sure gas is high, consumer confidence is down, 
lending is tight..BUT THERE IS A SHOE SALE AT DILLIARDS!! 
Priorities, right? And this is not a exclusive store...there were 
working women, housewives, a few husbands, some retirees...at 
least that is what I perceived. 

Ok, so about business. Here is my pep talk. Granted, at my shop, 
we are busy. Can't even keep up with the work at the mo ment 
without working into the evenings. Knock on wood, or maybe 
ceasarstone...but the truth is business is up 40% from last year. I 
may be slinging hash at Waffle House in 6 months but right now 
I am grateful for the busy days and (some) evenings. Some of 
my subs are slower...but my REALLY good ones are busy 
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too...partly because I am busy. It seems as if the good subcontrac 
tors DO indeed stay busy. But, For what it's worth, this has been 
my plan of action for past year when the media started the reces 


sion hype and fuel prices became outrageous. Since I am a small 
business owner it mostly applys to smaller businesses. 

DON'T stop advertising. BUT DO evaluate each advertising 
dollar carefully. Make sure your staff tracks the referrals. Make 
this non-negotiable. You must know what is driving the 
customer base. Then do a report on it and really see what you 
are getting in return for your investment. 

DON'T give up the marketing and PR. I am differentiating from 
advertising because, well, it is different! Marketing is about 
building your "brand"...about putting forth the image of your 
business. It might mean that you as the owner or manager needs 
to be more involved but you have to keep building your brand 
even in a down market. In fact, even more important to 
illustrate staying power in the community. Work the 
committees, Trade associations, neighborhood gatherings...the 
more the better and make sure your staff does the same. Pay for 
them to go to events where they can help promote your 
"brand"..get them out in the community as well. For my 
business, this means I do NOT give up submitting projects for 
editorial, do NOT cut the photography budget ( prof 
photography is key to any designer publishing their work) and 
keep your website up to date. 

Cut payroll if you can but make sure key people are well taken 
care of...reward them for their skills and "thinking outside the 
box" to help promote business. Get rid of slackers. You don't 
need them and they will keep you from maximizing your sales. 
Not only that, slackers are cancerous to the rest of the staff. Cut 
out the cancer. Early detection is the key. 

Treat each potential client like they might be your last. Don't 
take anything for granted. this is the secret to small business 
success in my opinion. I CARE. My BUSINESS cares. We try and 
project this to our design clients as well as the retail customers. 
Even if it is for a 5 dollar hinge that some scroungy guy comes 
in and trys to find and we spend an hour searching for....that 5 
dollar 
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hinge can represent thousands of dollars in future sales if that 
scroungy guy turns out to be the lead trim guy at 3 million 
dollar house and YOU spent the time earning his business. True 
story. 


True, some people will shop you for competitive pricing on the 
internet. They will use and abuse you and your good nature. 
Stop trying to fight the internet. DO start giving people a reason 
to buy "local". Work with your sales people and staff to 
understand how important is to support local businesses...as 
local businesses support the community. Many sales people don't 
get this and try to fight internet pricing on THEIR level....which 
is simply pricing. Don't do it. Create your USP (unique selling 
point) on the merits of your business relationship...and you can 
always, without preaching, segue into the "buy local" mantra. 
And practice it yourself. I only buy internet when I cannot get it 
local. I am reli gious about supporting my local businesses. I 
"get" it and you can help your bottom line by making sure your 
people "get" it too. BUY LOCAL. 


If you are a design oriented business, invest in good looking 
postcards to have a "leave behind" for customers and to drop off 
a stack at businesses that might refer people to you. Be 
reciprocal too. Modern postcards is a great site if you do not 
have a local printer to work with on printing. Put some good 
shots on the cards then have someone go around and ask to put 
them out in places that make sense. Cheap cheap cheap. Also, 
make sure every single person who ventures into your business 
takes one with them...never know who might see it on their 
counter! Yard signs are also good...and cheap. 


PR is important..send out press releases on contests, publi 
cations ..anything newsworthy. It takes little time and again, it's 
free. 

Don't forget your most important advertising source..existing 
customer base! Keep in contact! Send a note pertaining to 
something relative to "remind" them you are there...don't be 
afraid to ASK for referrals either...even if in a funny 
manner...people LIKE TO HELP OTHERS when it is genu ine...!, 
myself bend over backward to help someone when they ask 
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or give me the idea they value my business enough to ask for a 
referral. 

Just as illustration: Friday I have appointment with new client 
in neighboring community. The referral? One of those postcards 
dropped off at local appliance store. Yes, it works. I have now 


with the initial visit paid for the entire run of postcards. Good 
RO!!! 

Most importantly, try not to buy into the hype and "woe is us" 
environment. Of course it is 

tougher times but your attitude towards the business im 

pacts your employees' attitudes too. Get creative and get going! 


Marketing Trends For 2009 


Many experts believe that 2009 is a tough year for busi nesses 
because of the financial crisis. However, your business can still 
prosper if you know how to market your products and services 
well. The marketing trend for 2009 is a delicate mix of direct 
response campaign and online advertising. 

Due to the global financial crisis and the housing slump, a lot of 
people all around the world will be more discriminating when 
spending their hard earned money. Since credit is no longer 
readily available as before, 2009 can be a challenging real for 
marketing professionals. If you are launching a product or 
service this year, however, you should not worry. There are still 
ways in which you can advertise your goods and services for a 
small amount of money but with substantial results. Below are 
the hot advertising trends for 2009. 
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One of the things that you might want to emphasize this year is 
direct marketing. Why do companies prefer this advertising 
method? They like direct response advertising because they give 
high return on investment at a short period of time. Besides, you 
can easily measure the results of this type of advertising. You 
will readily know how much ROI you will get per dollar you 
spent. So when you give out direct promotional materials, be 
sure to include email addresses, personalized URL and other 
contact info that can be easily tracked. More often than not, a 
direct response campaign is used as the starting point for your 
entire promotional campaign. 

The next marketing strategy that you should really use in 


2009 is online advertising. Actually, experts believe that the 
Internet is the new advertising platform of choice, not only for 
small companies but the bigwigs as well. But it is important to 
note that simply having a website is not an effective Internet 
advertising strategy. You need to learn how to attract more 
people to your website. The things that you can do in order to 
lure your target market to your site include providing high- 
quality targeted content on a regular basis and giving your Web 
visitors freebies like newsletters, discount coupons, and e-books. 


Lastly, another thing that you should focus on this year is how 
to make your website, product, or service really stand out. 
Remember that competition is tougher and fiercer on the Net so 
you should be able to make your website stand out through 
Inter net marketing. How do you do this? You must make a 
name for yourself by using forums, social networking sites, and 
even blog gmg. 

I Teach Entrepreneurs The Secrets TOP EARNERS Use To 
Explode ANY Home Business and I am currently taking applica 
tions to mentor just a small handful of others to start living their 
own dreams and goals 


If you feel you have what it takes to become Self Employed, can 
follow a System and work well with others, head on over to the 
Application Page <http:/ jgowealth.biz> and fill it out 


You can also visit me at http:/ /rozenn.com 
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Give Corporate Gifts Using Popular 


Items 


There are different ways on how you can advertise and promote 
your brand so that target customers will know about it. You can 
please them with commercials or print ads, but the most 
economical and easiest method for effective promotions today is 
through gifts or giveaways. 

Corporate gifts are used by innovative companies today. It's a 
different kind of advertising and promotions strategy that will 
truly please the market. 

Even if there are thousands of products and gifts used to give to 
prospective clients, there are only 4 popular ones that have been 
used by companies over and over again. These are key rings, 
pens, mugs, and umbrellas. They are the most appreciated items 
but they're available at a reasonable price. 

Key rings: 

One of the most cost-effective promo item used by compa 

nies are keyrings. They are best for exhibitions and tradeshows. 
And since they are very small items, they are extremely conven 
ient, which means they can be easily carried around. 

Pens: 

Custom printed pens are used to grace all types of events and 
occasions. They can be used as promotional giveaways and 
business gifts as well. Just choose different types of pens to con 
form to different occasions. This writing tool is being used by 
everybody, that's why it is very popular. 

Mugs: 
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Mugs can be given as gifts to all types of people-from the janitor 
to the company president. Aside from your business asso 
ciates, you can also give them to your employees and clients. If 


the recipients are pleased with these gifts, they will most likely 
stay loyal to you and your brand. Majority of companies 
distributing promo items use printed mugs to have effective 
promotions and to advertise their company efficiently. 
Umbrellas: 


If you compare these 4 popular corporate gifts, you will no tice 
that umbrellas are the most expensive one. But at the same time, 
umbrellas are also highly efficient in pleasing and reaching out 
to your target market. They are useful and easily visible to 
everyone. 


In addition, umbrellas provide a huge canvas that can be printed 
with your brand name and logo. It can also contain a lot of good 
information about your company. 

Lottie Carrot works in the corporate gifts 

<http:/ jwww.argonpromo.co.uk > industry for Argon 
Promotions, the leading company in terms of innovative 
business gift ideas. Lottie works closely with businesses to help 
market their products and services by providing information and 
help in the selection of suitable corporate gifts <http:/ 
jwww.argonpromo.co.uk> for their advertising campaigns 


1 Why Do You Need to Give Business 


Gifts? 


Aside from making a profit, the whole idea of going into 
business is to identify a need and then satisfy it. So after 
identify--- 
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ing and satisfying a need, you need to spread the word out toa 
lot of people. This is where gifts come in. 

Basically, business gifts are items that are imprinted with a 
company name and logo. Its aim is to advertise and promote the 
company or brand printed on it. These gifts range from small 
items to expensive ones. 

Types of Gifts: 


There are several enterprises who have given away numer 

ous gifts to their customers. As a result, they practically encour 
aged their target market without words. Actually, there is a 
wide array of items that can be ordered from a supplier - it can 
fit any company goal that you may have. These gifts can be 
effective sources of advertisements because they can include a 
marketing message on them. 

Gifts that fall into the "inexpensive range" include mugs, 
notebooks, notepads, and pens. Whilst those that's larger or 
more expensive in nature are laptop bags, laptops, televisions, 
and even cars. 

To Enlighten and Inform: 

Giving business gifts is like talking with your target audi 

ence. Like an exchange of words in communication, you are 
actually notifying your audience about your company name and 
logo. You can also enlighten the minds of people about your 
products and services especially if your gift has a marketing mes 
sage printed in it. 

Gifts can also be used to advise your target market about the 
launch of your new product, or maybe just to tell them again 
about your existing products. Without any words, the simple act 
of giving the gift will create interest about your brand. 

Aside from enlightening and informing the public, your gifts will 
also serve as a constant reminder of your company to them 
every time they use it. And when they are satisfied with it, they 
will most likely spread the word. Gifts have the ability to do 
this. 
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Everybody would agree that nothing in the world beats free 
advertisement. So if you have not started to use gifts to promote 
your product, now is the right time to begin. 

Lottie Carrot works in the business gifts 

<http:/ jwww.argonpromo.co.uk > industry for Argon 
Promotions, the leading company in terms of innovative 
business gift ideas. Lottie works closely with businesses to help 
market their products and services by providing information and 
help in the selection of suitable business gifts <http:/ 
jwww.argonpromo.co.uk> for their advertising campaigns 


How to Get Out of the Dreaded Morn 


ing Commutes 


FO 


Do you hate Mondays? Do you dread the morning commute to 
work? Do you sit at your cubical surfing the internet and "act 
ing" like you're being productive? If you've answered yes to any 
of these questions, you should really ask yourself what you're 
doing there in the first place. 

The internet has provided many opportunities for people to start 
a business and eventually quit their jobs for more lucrative 
income. You do not have to be a guru to accomplish this 
because there are so many resources on the net that will teach 
you every thing you need to know. 

First you should read about what types of business oppor 
tunities there are on the internet. There are 
countless......everything from Direct Marketing, Network 
Marketing, Affiliate Marketing, Ebay opportunities, Gifting 
Programs, to marketing your own product or service. There a 
numerous ways to 
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make money online. It's always a good idea to do the research 
on your own. 

Second, you have to be patient. If you go into any business 
either offline or online, thinking you'll be a millionaire 
overnight, then you're just setting yourself up for failure. Upon 
your research, you'll easily find many marketers claiming instant 
millions over night. You want to steer clear of those 
opportunities. As long as you have the mindset that it will take 
time to cultivate your busi ness before you see the fruits of your 
labor then you'll prosper beyond your wildest dreams. 

Finally, find a mentor or coach who is a proven success on line. 
There are also many (a lot of them charge a ridiculous fee while 
some are very reasonable) available but only YOU know who 
you feel the most comfortable with. Just use your own sound 


principles and judgement when selecting that person. Their ex 
perience and guidance will really shorten your learning curve 
and hence make you earn faster. 

They say that the definition of insanity is doing the same thing 
over and over again while expecting a different result. So, will 
you still be dreading that morning commute in 6 months? 

Did you find this article insightful? If so, please watch the step- 
by-step video tutorials at http:/ 
jwww.maverickmoneymakersinfinity.com today and get out of 
the misery of morning commutes!! 


Marketing Your Charity on a Budget 


They say the best things in life are free and the lifeblood of 
many charitable organisations is the time that volunteers give 
up 
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to support them. Likewise, the donations they receive are often 
given in return not for a product or service they are offering but 
because of the generosity of the person making the donation. 
And yet as the credit crunch hits hard, charities and volun tary 
organisations are also struggling to raise awareness and funds in 
cost effective way. Here are some tips that charities could use to 
help them grow without spending a great deal of money on mar 
keting. 

The best way in which charities can market on a budget is by 
using public relations to get free exposure in the media. The 
great news for charities is that the general public love human 
interest stories and the media realise this. Therefore if your 
charity is looking to gain exposure for a particular cause then 
get the media involved. You can do this by sending the media a 
press release and following it up with a phone call or better still, 
inviting a local journalist to a particular event and giving them 
the oppor tunity to interview you and take some photos. 
Another way in which charities can now gain exposure is 
through using internet marketing and social networking as a 
way to gain valuable exposure. With social networking websites 
like Facebook and my space now being used by more and more 


people, it has never been easier to promote a particular cause, 
event or charity to the masses. 

The great thing about using the media and social network ing as 
a way to promote a charity or any other business is that the only 
costs involved are those of time rather than any financial outlay. 
Public relations are very often also more effective than 
traditional forms of advertising as having a journalist or better 
still a member of the general public talking about your charity 
in a positive way acts as a third party endorsement of what you 
are promoting. 

And when it comes to public relations, do not restrict your 
activities to the written or online media. If you have something 
newsworthy to say and better still can say it in an articulate 
way, television and radio stations will also be interested in your 
story. 
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Be tenacious when dealing with the media, be passionate about 
what you have to say, be controversial if necessary and above 
all, be interesting and newsworthy as unless you meet the needs 
of the journalists and their readers, listeners and viewers then 
you will not be successful. Journalists do not care that one of 
your volun teers has just got married, journalists do not care 
that you have just launched a new website and journalists do 
not care that you have just saved money on your charities 
msurance 

<http:/ jwww.ncicharity.co.uk > by using a charity insurance 
broker. Make your contact with the media interesting and get 
free exposure for your charity. 

This article was written by Mark Burdett of NCi Charity. NCi 
Charity are UK Charity Insurance Brokers and provide Insur 
ance for Charities, Voluntary Groups, Youth Clubs and Commu 
nity Group 

To receive an insurance quote for your Charity, call NCi Charity 
now on 0800 046 1446 or visit http:/ jwww.ncicharity.co.uk 


Ways by Which Promotional Mouse 


Mats Can Be Exciting Too 


A lot of people think that promotional mouse mats are bor ing - 
they have pretty much the same dull colour and simple material. 
But are they really uninteresting? No way! The truth is that they 
also have a variety of options and choices just like other 
promotional items. 

Colour: 
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Most of them have a single colour, and they are quite af 
fordable. But in some cases, you can request for a four-colour 
print process at a higher price. 

Colour options for your gift can be varied too. Metallic Lus ter 
and Colour Soft mouse mats are excellent choices if you want 
vivid and rich colours. They are printed with incredibly eye 
catching, vibrant, and rich colors using innovative techniques. In 
fact, Metallic Luster mats even have a silver or gold metallic 
sheen for a stunning effect to the mat's surface. 

Textile Choices: 

Most expensive mats are ones that are made with foam rubber 
base and with fabric surface that's bonded to it. Hard top or high 
precision varieties are made from PVC or plastic - some of them 
include rubber bases that can provide a non-slip surface to the 
mat. 

Synthetic or plastic mats are good options if you want one that 
is durable and easily cleaned. This also means that your 
customer will more likely use the mat longer because the dirt 
can be easily removed. 

Customization Options: 

You can customize a mouse mat with your own material, colour 
or design regardless of the type you chose. You can also shape it 
according to your own specifications. This could be great 
because your customer will not only see your mat as functional, 
but fun to use too. 

In fact, you could buy a picture mouse mat and even allow your 
recipients to customize the mats! These are created with a 
pocket inserted between a hard top layer and foam rubber 
bottom so that users can insert their personal photo in between. 
Desk Sets: 
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You could always add value to your promotional mouse mats in 
various ways. You can package it with a wrist rest, calen dar, 
clock, or coaster set. Some mouse mats can even include pen 
pots, business card holders, and even mobile phone holders as 
well. 

Lottie Carrot works for Argon Promotions a leading promo 
tional mouse mat 

<http:/ jwww.argonpromo.co.uk/section/ 25/1/ 
promotional_mous e_mats> supplier based in Surrey. Lottie 
works closely with businesses to help market their products and 
services by providing information and help in the selection of 
suitable promotional mouse mats 

<http:/ jwww.argonpromo.co.uk/section/ 25/1/ 
promotional_mous e_mats> for their advertising and marketing 
campaigns 


9 Smart Ways to Cut Marketing Costs and 
Get Results 


pF 


1. The spray and pray marketing doesn't work. Don't deliver your 
mass marketing message to everybody you think needs your 
service. Newspaper or TV commercials are the most expensive 
type of marketing you can use to deliver your marketing 
message You're using media time and space to explain how you 
can help a person solve his problems. I suggest you use the 
media to offer your message instead of delivering your message, 
so when inter ested prospects call your office, send them your 
information packet by mail. This allows you to deliver much 
more information to the person who is interested and gives you 
the person's name and address to add to your mailing list. 


2. It's a waste of money to spend money on colorful bro 
chures. They're expensive and, in most cases, not necessary. The 
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only time you need colorful brochure is when you're marketing 
something colorful, such as art or gemstones. And even then, 
you can often find alternatives that are less expensive than 
brochures, such as photographs. If you want a colorful flowers 
to impress your prospects, your clients or yourself, that's fine. 
But don't expect it to be a cost effective part of your marketing 
program. 

3. Institutional ads don't work. A lot of people are using in 
stitutional ads to market their business without generating meas 
urable results. How do you know if you are making an 
impression with your ad if you don't know the person whom 
you've impressed. I urge you to use a method that's traceable a 
method that gener ates inquiries from genuine prospects so you 
can tell what works and what doesn't. 

4* It's not easy to use media publicity to gain exposure. Me dia 
exposure usually doesn't directly affect your bottom line. To get 
more value from your publicity's, use it to establish credibility 
and generate inquiries from qualified prospective clients. 

5* Simplify your e-zine. Many small businesses think creat ing a 
newsletter is produce multi-page letters that cost a fortune to 
design, print and mail. Remember, the purpose of an e-zine is to 
deliver information and reinforce why prospective clients should 
choose you over othes. A simple educational alert of even one or 
two tips pages works just fine. Your e-zine's size is not nearly as 
important as how often you mail it and the value of the informa 
tion you present. 

6. People attend seminars because they want information, so 
don't focus on serving food at seminars. When you advertise that 
you're serving food, you attract people who want to eat, not 
listen and food cost money. I've promoted hundreds of seminars 
and I assure you that you don't need to feed people to get them 
to attend. You simply need to offer facts and ideas your 
prospects want and then market your seminar so prospects 
understand what they'lllearn. 

7* Stop outbound telemarketing. I've never heard anyone say he 
likes to be solicited by telephone. I urge you to invest in a 
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marketing program that attracts qualified inqumes. Then you 
won't need outbound telemarketing and you won't create a bad 
impression on a prospective client. 


8. Deliver educational based information. People want in 
formation, that's why they surf the Internet, attend seminars and 
request free information. When you use my method of Education 
Based Marketing, you send free information to prospects who 
request it. This gives them the information they want -- and 
gives you a mailing list of prospective clients. What could be 
easier! 

9. Hire an independent consultant. If you want to get more for 
your marketing dollar, avoid the high costs of ad agencies and 
PR firms, I urge you to look for an independent consultant. I've 
found when I hired a private consultant; I'm paying for 
knowledge, skill, accountability and experience not expensive 
overhead. This is especially true in marketing. 

Joyce Oladipo, The Business Growth & Marketing Mentor, is 
creator of the Profit Building system, the proven step-by-step 
program that shows you exactly how to grow your business fast 
without spending extra money on marketing. To Discover 19 


Secrets to Dramatically Increasing the Income in Your Business 
visit and receive her weekly marketing articles on dramatically 
increasing your income, visit http:/ jwww.BeAWealthy 
Entrepreneur.com 


How to Effectively Interact With Poten 


tial Prospects 


You could be the mist loved small business owner in your state. 
You could write and publish dozens of articles. You could be 
hosting the coolest webiner or teleseminar or appear on TV 
shows and interviews. You could do everything right. But if 
there is no 
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one willing to do business with you, then it doesn't. So how do 
you get more action from your potential prospects? 
Without any action, you will never get to do business with your 


prospect. Interactions do not happen by accident; they happen 
by design. 
Here are 12 ways to start marketing in an interactive way: 


1. Offer free written information like articles that you can mail 
to prospects on request. 


2. Offer free consultations to prospects. During the consul 


tation, invite them into your office. 

3. Invite prospects to educational seminars so you can in 
teract with them in person. 

4* Hold free teleseminars to get prospects to know more about 
your service before working with you 

5* Get prospects to take part in an internet discussion group, 
where you can respond to their questions. 

6. Entice prospects to a briefing at your office, perhaps a small 
business update. 

7* Join networking groups that allow you to meet and an 
swer to questions from prospects. 

8. Join a nonprofit organization to develop relationships with 
prospects. 

9. Start your own networking group designed to help be in 
contact with prospects and referral sources. 


10. Start your own radio talk show or pod cast and invite other 
business and expert onto your show as guests. I once hosted a 
pod cast and every professional I invited accepted my invitation 
with thanks and enthusiasm. 
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12. Invite prospects to breakfast, lunch or dinner. To a re ception 
or party. To play golf or take part in other sports. And so on. 


Don't overlook this interaction steps in your marketing pro 
gram. It is the key to your success. Without it, your marketing 
program fails. 

Joyce Oladipo, The Business Growth & Marketing Mentor, is 
creator of the Profit Building system, the proven step-by-step 
program that shows you exactly how to grow your business fast 
without spending extra money on marketing. To Discover 19 


Secrets to Dramatically Increasing the Income in Your Business 
visit and receive her weekly marketing articles on dramatically 
increasing your income, visit http:/ jwww.BeAWealthy 
Entrepreneur.com 


7 Quick, Cheap and Easy Steps to More 


Clients 


Often, all you need to attract a few new clients is the oppor 
tunity to speak to a group of qualified prospects at a seminar. 
Here are seven quick, cheap and easy steps: 

STEP #1: Create a seminar on the problem you can solve for 
clients. For example: How to love the body you're in. How to be 
organise and stay organised. How to reduce the pain and 
expense of divorce. How to find the love of your life in no time. 
How to make more money doing what you love. Choose a 
subject that will appeal to the new clients you want to attract. 
STEP #2: Get a flier prepared to promote the seminar. On the 
flier, display the title, explain the various points or problems 
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you will discuss, add your photo and include your biography. 
Include a space for the time, date and place of your program. 
STEP #3: Get a co-sponsor for your seminar. If your semi nar is 
business oriented, you might ask the local chamber of commerce 
to co-sponsor it. Or a local network group. If it is consumer 
oriented, ask a local newspaper or TV station to co sponsor it. 
All way choose a co-sponsor based on the size of the audience 
they reach, how many of your ideal clients are in that audience, 
and how willing they are to promote your seminar to their 
audience, membership or mailing list. (This can save you a 
tremendous amount of money in promotion costs, including 
printing and postage.) 

STEP #4: Promote your seminar to your co-sponsor's audi ence. 
Provide them with a flier about your program. Given them the 
whole information about your seminar makes things easy. If you 
rely on them to create the flier, it will probably contain noth ing 


more than the title, time, date and place. But if you provide it, 
you can go into great detail about the information you will 
present and the problems you can help prospects solve. The 
more you explain about your program's content, the more 
prospects you can expect to attend. 

STEP #5: Promote your seminar with newspaper publicity. 
Contact your local daily newspaper or business paper 
(depending on the nature of your seminar). Announce that 
you're presenting a seminar. Discuss the problem your seminar 
will address and emphasize how many people in your area are 
affected by this problem. You can even ask the editor to 
interview you for an article to help alert the community to this 
problem and your upcoming seminar. You're in a stronger 
position when you ap proach the editor in writing with a letter 
discussing your seminar and what you will present. Give the 
editor at least six weeks' advance notice of your program. 

As an alternative -- if you can't get advance promotion from a 
particular media outlet -- invite the editor to send a reporter to 
your seminar who can write an article about it for the 
newspaper. I've seen editors put articles about my clients’ 
seminars on the 
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newspaper's front page. This article won't help seminar 
attendance because it won't appear until after your seminar. 
Still, it makes a powerful reprint and may bring you new clients. 
STEP #6: Promote your seminar with direct mail to your past 
clients, current clients, prospects and referral sources. I have 
used this method successfully. Many people on your mailing list 
may want to learn about your subject. Also, they may have 
friends and colleagues they can invite to attend with them. 
STEP #T Present your seminar, addressing the subjects you 
outlined on your seminar flier. Discuss clients you have helped 
in the past so prospects see you have experience in these 
matters. Share actual case histories of what happens when 
prospects make good decisions, and what happens when they 
make bad decisions. Then offer something your prospects will 
find attractive, such as a free office consultation, free telephone 
consultation, free report, a free manuscript, audio, e-zine or 
whatever you wish. 

In all likelihood, if you reach qualified prospects, you will get 


new clients as a result of this educational seminar. 
@2006 Joyce Oladipo 


Joyce Oladipo, The Business Growth & Marketing Mentor, is 
creator of the Profit Building system, the proven step-by-step 
program that shows you exactly how to grow your business fast 
without spending extra money on marketing. To Discover 19 


Secrets to Dramatically Increasing the Income in Your Business 
visit and receive her weekly marketing articles on dramatically 
increasing your income, visit http:/ jwww.BeAWealthy 
Entrepreneur.com 


Lack of 'Emotional Ownership' by Fans 


For Your Football Club Keeps Them Away 
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One of the greatest techniques of sales people who under stand 
human psychology is to make you taste ownership of what they 
are selling. The moment you are ushered into a store, experi 
enced sales people will let you look around but let you know 
that they are nod away should you need any help. They walk 
away and give you all the time in the world to scan their 
offerings. As you move from one set of items to another, they 
keep an eye on you to observe what captivates your attention. 
As soon as they get that feeling, they arrive in your midst as if 
by telepathy. They urge you to go and try on that trouser in 
your hands. The experienced sales person is just urging you to 
get a feel of ownership. When you wear the trouser, look at your 
new look in the huge mirrors in the dressing room and get 
complimented by the sales people. You are sold. You have tested 
ownership. It is only lack of cash that can stop the sale. 

Just watch hawkers who peddle children's toys. As soon as they 
come across a parent with a child they do not rush to the parent. 
They go for the child and push the toy into the small hands. 
They know human psychology of wanting to own. The moment 
the child gets hold of the item it takes a lot of convincing to let 


go. Some sales are lost because the parent is genuinely broke, 
but many are clinched with simply that technique. 

Remember Obama in the recent campaign, he emphasized 
Americans owning government and not him becoming president. 
The people were sold, because people naturally want to own. 
That feeling of ownership is also true in football. Listen to 
football fans wherever you go, they will be bragging about their 
team or condemning the poor performance. They truly believe 
that the team of their choice is part of them. This is shared emo 
tional ownership. Regrettably this emotional ownership is never 
complimented by football club management. Because of this 
fans do not feel much 'equity' in the club. They therefore never: 
attend games, buy merchandise, and respond to club calls as 
they should have done if they felt the bond. 

That is what needs to change. Human psychology is about 
ownership. It is therefore imperative for the football club to start 
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taking fans not as 'our fans' but as stake holders. Football is not 
music (it does not go out of fashion), people move from cradle 
to grave supporting one club. Bring them closer to the club. 
Create a bond between the club and fans. Campaigns should be 
put into place that not only recognizes fans as stake holders but 
as a major ingredient for the success of the club. Their presence 
in the sta dium cheering on the club is as critical as buying and 
maintaining players. 

Give your football club a chance to succeed beyond your wildest 
dreams. Fans are the corner stone of football business success, 
but they are the most ignored. We can help you change this for 
your benefit and the benefit of your club. Visit our website and 
learn more about how to grow your fan base, football marketing 
and fan relationship management. 


| Oooo 


http:/ jwww.footballmarketing. biz 


It is No Longer Enough to Score Goals - 


You Have to Sell Jerseys 


Successful football clubs have realized that football today is a 
perfect mix of spectacle and business. It is about scoring goals 
and marketing the club. It is about chanting in the stadium and 
buying club merchandise. 


It is no longer possible for a successful club to depend solely on 
gate takings and sponsorship and compete at the highest level. 


Gate collections are the weakest source of income because you 
have a very limited number of times when you play at your 
stadium a year. You then go on to share the proceeds with the 
fixed expenses incurred every time you play. Most clubs also 
play before near empty stadiums. 


201 


Sponsorship on the other hand is an uncontrollable source of 
income. It depends on the economics of the day. If the economy 
is bad the sponsors are also rare and very choosy. 

So a team that wants a sustainable income must look be 

yond the stadium and sponsorship. 

Take Arsenal for example, their key objective is to be self 
sufficient. They do not have a wealthy benefactor willing to 
spend on the club says Angus Kinnear head of marketing at the 
club. 

"Our marketing is focused on driving loyalty of supporters, 
attracting new supporters and creating a broad range of 
products and services to meet our supporters needs." He adds 
Think about the David Beckham saga. The protracted struggle 
between LA Galaxy and AC Milan has little to do with football 
and more to do with marketing. The longer the tag of war 
continues the better for the parties concerned, because Beckham 
drives sales of anything connected with him. The tag of war 
increases the mystique around him and sells more jerseys for AC 
Milan. 

Jose Maria Gay professor at the University of Bercelona summed 
it up correctly when Beckham first went to Real Madrid several 
years ago. He said: "David Beckham is the best example of the 
new management model in football." "It is no longer enough to 
score goals; now you have to sell jerseys." 


Florentino Perez the president of Real Madrdid brought 
Beckham to Real Madrid for this exact purpose. He made it clear 
that Madrid must be a profitable team. In order to achieve that, 
he focused all his efforts on marketing," explains Santiago 
Alvarez de Mon, professor at IESE. That was also the wisdom 
behind the Galacticos at the club. Score goals and sell jerseys. 
Do you numbers: You have 10 million fans and 4 million (less 
than a half) of them buying jerseys and other merchandise. How 
much would you get into your coffers if you controlled this 
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process as you should? Would you care much about sponsorship 
and gate collections? 

Apart from Europe most other parts of the world have not 
exploited other sources of income beyond sponsorship and gate 
collection. That explains the poor state of the game in these 
parts of the world. 

Basically, those clubs who have more and more stable reve nue 
sources gain a sustainable competitive advantage over rivals and 
eventually survive, those who have their income and thus their 
destiny connected to one or a few sources are likely to have a 
very hard time. 

Put as much effort in marketing and getting other sources of 
revenue as you put in scoring goals if your team is to survive, 
lure the best sports men and compete at the highest level. Re 
member football is the only business where the cost of labor 
increases with improvement of your business. 


Robert K Sebbale is a football marketing specialist. His main 
focus is fan marketing and fan - club relationships with an aim 
of getting the best out of fans, such as filling of stadiums. Visit 
our website and learn more about how to grow your fan base, 
football marketing and fan relationship management. http:/ 
jwww.footballmarketing.biz 


Promotional Items That Will Find the 


Way to Your Kid's Heart 


Sometimes, the way to a customer's heart is through their kids. 
Whatever makes the children happy, will most probably make 
their parents happy too. A sensible target market for adver tising 
therefore is children. This will hold true for toy companies 
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and other business that specialize in educational items for kids 
or even paediatric drug companies. 

Promotional items for children should focus on being edu 
cational, colorful and fun. Children have a short attention span 
so you should chose items that incorporate all these in one 
product. Here are some promo item ideas geared for kids: 
Games and Puzzles 

Games and puzzles are a sure thing to appeal to the young 
sters. Even with the advent of video games that children cannot 
live without these days, games and puzzles are still popular. But 
unlike video games, board games and puzzles can be shared 
with other kids and even the whole family. Children can ask 
their friends over or their siblings to complete a 500 piece 
puzzle. Board games are great ways to spend a rainy afternoon 
together with your family. They are educational and can 
stimulate your chil dren's minds to think beyond the box. 

Yoyo 

And who can resist a good, sturdy yoyo. Yoyos, originally a 
weapon used by Philippine natives, have evolved into an innova 
tive and fun toy for boys and girls. They can come in all colours 
of the rainbow and you can place your company logo on the 
yoyo itself for a little advertising. Your kids can have the time of 
their lives learning tricks such as walk-the-dog. They can play 
yoyos with their friends in the yard and even have friendly 
competitions. These toys can improve your children's motor 
skills, exerclsmg their arms as well as their eye-hand 
coordination. 

Teddy Bear 

Don't forget the all time kid favourite -the teddy bear. Kids 

and kids-at-heart from 5 to 50 will treasure their favourite bed 
time companion. Teddy bears, named after President Theodore 
Roosevelt, have been an eternal favourite for children. Some 


even keep their teddy bears even when they already have their 
own family. They can be wonderful playmates and adorable 
compan ions that can help kids overcome their shyness. 
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Children are very discerning customers but they can also be easy 
to please. The idea is to find an item that children can appre 
ciate. Be sure however, to find a sturdy item that children can 
enjoy longer and have your logo embroidered or engraved to 
make it resistant to fading. 

Simon Stringer is a dedicated marketing executive who works 
for Eureka Promotional Gifts 

<http:/ jwww.eurekapromotionalgifts.co.uk > Simon enjoys 
helping customers choose the most suitable promotional gifts 
<http:/ jwww.eurekapromotionalgifts.co.uk > for their 
advertising campaigns and takes a pride in developing a close 
working rela 


tionship with his clients 


How Do Human Beings Learn? How to 
Use This Information As a Football 
Market ing Tool 


After leaving school my first placement was as a teacher in a 
high school. I hardly lasted two years in this job and I barely 
held on for this period. It was one of the toughest times I have 
gone through. 

I joined this school in the second part of the year. I dili gently 
sunk into my new job and I worked as heard as I could. So I 
thought. My strategy was: I needed to run through the syllabus 
as quickly as I could. My thinking was, the quicker I went 
through the syllabus the better it would be for me and the my 
students. The students would have enough time to revise their 
work and prepare for their final exams. 


205 


You see, I went through school with little teacher in put. The 
culture of the school I attended was that the onus is on you as a 
student to do your best. All around me students worked hard on 
their own. Waking up at night or staying up late, revising was 
the order of the day. There was always success. 

As a teacher I thought it was normal for a student to work hard 
on their own. You did not need any one, no teacher or parent to 
push you. That is how I had grown up. 

I was wrong. When the results came back my whole class had 
failed. The principal of this school went ballistic and hurled me 
before the coals. I was accused for not doing my job. 

Where did I go wrong, I wondered? The thing is, I did not 
understand human beings. I did not understand human behav 
iour. I did not understand how human beings learn. I used the 
culture of student hard work in the schools I went to as the 
bench mark to human learning. But, I was wrong. 

Human beings learn through danger and repetition. It takes a 
human being hundreds of times seeing something in order to 
learn it. The other method of learning is danger. Have you ever 
wondered why mature students do very well at school? It is 
because they went to work early and suffered tremendously (dan 
ger). That danger they have gone through is a good motivator. 
Otherwise normal human beings must be pushed by someone 
else to get things done. That is why we have few people willing 
to take responsibility and the rest are followers. 

What has all this got to do with football marketing? The whole 
experience narrated above is to show us how humans learn. I 
became a better teacher through the danger I went through. I 
learned that people learn through repetition. My later years as a 
teacher where quite successful, because I spent most of my time 
repeting myself to students. 

So if you want your football marketing message to sink, learn 
from me. Learn that human beings learn through repetition. This 
repetition is what will make them do what you want them to 
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do. That is why you have seen the Coca Cola message for the 
better part of your life and it will be there until you leave the 
face of the world, lest you forget. 

Repeat your football marketing message tirelessly to your fans, 
you will succeed. 


Robert K Sebbale is a football marketing specialist. His main 
focus is fan marketing and fan - club relationships with an aim 
of getting the best out of fans, such as filling of stadiums. Visit 
our website and learn more about how to grow your fan base, 
football marketing and fan relationship management: http:/ 
jwww.footballmarketing.biz 


Color Postcard Printing 


Marketing your business using color postcard printing is a 
valuable method of reaching a large number of potential custom 
ers. Printing costs for high-volume color postcard printing jobs 
are typically a good investment for a business attempting to 
reach a large number of targeted potential customers. These 
postcards can be mailed to potential customers and allow them 
to have a tangible postcard in their hands to use. 

Design your postcard - Designing your color postcard for 
printing is a matter of selecting one primary message 

When you are designing a postcard for color postcard print ing, 
you should determine what your primary message is. If you are 
pizza shop, for example, you should focus on the main offer you 
are presenting to potential customers. When you use one 
targeted message, you are more likely to get your message 
across than if you clutter your color postcard with multiple 
messages. 
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Use desktop publishing software-Desktop publishing soft ware 
provides your printing company with an easy document to use 
to print color postcards 

Design your color postcard using desktop publishing soft ware. 
This gives you the freedom to make any changes you want right 
there on your computer. You can then easily change coupons or 
ad messages at a later time by simply saving your ad on your 
computer. Most printers also accept PDF files or other types of 
computer document files, when it is time for them to print your 
color postcard. You can save money by using a pre-made 


template online also. 

ward 

Choose colors - Choose colors that put your best face for- 

Using real photos of the product you sell or the service you 
provide can greatly enhance the message you are providing to 
your potential customers. Full color digital photos can be easily 
im ported from a digital camera to a desktop publishing 
document. 

See Our Recommended Color Postcard Printing 

<http:// printingservicespro.com/o3/color-postcard-printing/ > 
Companies at PrintingServicesPro.com 


Printing Envelopes 


Having a sharp-looking envelope for your business is an 
important marketing tool. Businesses that have printed 
envelopes appear professional. Using a printing company to do 
the printing for you can help you create envelopes that look 
more professional than if you print them at home from a home 
printer. 
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Choose the envelope and paper - Deciding on your materi 

als is an important first step 

Order sample proofs from the printing company you are 
thinking of working with to examine the weight and texture of 
the different envelopes. 

Create your logo - Using a business logo on your envelope 
exudes professionalism 

When you design your company logo, you should choose a style 
that matches the style and tone of your business. You can hire a 
professional logo design firm to create different logos for you to 
choose from. Or you may design the logo yourself to meet your 
needs. If your company sells candy and wants to showcase a fun 
attitude, your logo should be fun. If your company is a law firm, 
a more formal logo is best. 

Select colors - Choose colors that match your logo 

When you select the colors for printing envelopes, you should 


choose colors that match your logo and the marketing scheme 
your business is attempting to project. Keep in mind that the 
more colors you use for your envelope, the more expensive the 
envelope will be to print. 

Compare quotes from at least 5 different companies - It's 
important to shop around to make sure you are getting the best 
deal on your printing work. Prices vary from company to 
company and many printers run specials and discounts on 
different prod ucts. 

See our Recommended Envelope Printing Companies 
<http://printingservicespro.com/03/printing-envelopes/ > 
online at PrintingServicesPro.com 
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Choosing the Best Promotional Items 


For Your Business 


The good news to the world of business is the evolution of 
promotional items which gives businesses an effective way of 
reaching out to prospects. There is a wide range of choices for 
items to give out to have their product or service in front of 
their audience. With the aid of promotional items, one is only 
limited by marketing budget. Keep in mind these things to help 
you in choos ing your promotional items. 


1. You do not want to offer clients something or anything that 
they will stock up and keep away in their drawers. Giving them 
promotional items which can be used daily is a great way to 
gain first-rate exposure for your company. The more often the 
customer or prospect sees your product name, the bigger the 
chance that you can have them to transact with your company. 


2. Creativity should not be overlooked. Prior to making an 
investment in a promotional product campaign, it is best to do 
some brainstorming. Think of a new item that your customers 


will really appreciate and use. 


3. It is wise to be relevant. Relevance is important in times of 
deciding which promotional item to use. Go for items that have 
shared properties with your products and services. It can even 
compliment and/or strengthen them in a way. For instance, if 
your company is in the music industry, giveaways like music 
download cards or MP3 players are a guaranteed hit with your 
customers. 

In general, you must focus your attention on an intended 
promotional item that will compliment your brand, keep hold of 
loyal customers, and draw new leads. 


It is a must to note that in choosing the best promotional 
campaign, a reliable and efficient promotional company is who 
you should contact. There is lots of online suppliers with lots of 
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experience and helpful sales executives to help you make the 
right choice. 

Simon Stringer is a dedicated marketing executive who works 
for Eureka Promotional Gifts 

<http:/ jwww.eurekapromotionalgifts.co.uk > Simon enjoys 
helping customers choose the most suitable promotional gifts 
<http:/ jwww.eurekapromotionalgifts.co.uk > for their 
advertising 

campaigns and takes a pride in developing a close working rela 
tionship with his clients 


How to Hit the Competition Without 


Losing the Customer 
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Get over it! 
If you run any type of business, you're going to have com 


petitors. 


Even if your product or service is a unique one, soon you'll have 
copycat products start surfacing. Competition is therefore just a 
fact of business life and one of the 'virtues' of living in a 
capitalistic society. 

Now that you are over it, let's examine some ways in which you 
can hit your competition without marginalizing your pros pects. 
Your choices are about the same as a politician's with regard to 
beating his or her opponent. 

So you can: 


1. Drag your competitor's name through the mud. 
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You can try and discourage your prospect from dealing with 
your competition by slandering their name and claiming their 
products to be inferior. Only problem is that in the majority 
such cases this has the opposite effect and brings more attention 
to your rival in business. What happens is that people who knew 
nothing about your competitor now go to investigate for 
themselves the validity of your claims. 

I'm sure you've seen this phenomenon where unknown books are 
banned, only to make unto the bestsellers list. 

This approach can also backfire since you'll appear as a jealous 
and vindictive business owner. Your arguments will appear 
more driven by feelings rather than hard facts. This is therefore 
not the best approach to take. 


2. Making a recommendation with a major reservation. 


This strategy is a little more ethical than the first but not 
anymore rewarding. In this case you make a recommendation 
such as: "You are welcome to buy your widgets from the XYZ 
company if your construction is needed only for a few months, 
because that's how long they last." Here you are really giving a 
compliment and then undoing everything you said before. This 
may be a neat psychological tactic but your business still 
appears in a negative light. 

3. Invite an apple-for-apple comparison. 

When you invite your prospect to compare your product side by 
side with that of your competition, you are showing confi dence 
in your product without putting your competition down. So you 
can say: "I invite you to compare our vacuum cleaner to any 
leading brand and see the results for yourself. We are sure that 


you'll be pleased by the results that you get from our latest 
model." 

The interesting thing about this approach is that most peo ple 
wouldn't bother to do the field test. Simply because you were 
not afraid to acknowledge your competitor's product will instill 
the confidence in your prospect to get your product. It will be 
assumed 
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that you already did the comparison and know the results other 
wise you wouldn't make such a claim. Even if someone did make 
the comparison then you have a new testimonial to add to your 
file. 

There are several ways in which you can invite this com parison 
without making a statement as I did above. You can use a table 
that juxtaposes the features of your product against your 
competitor's. Such tables can simplify the process of carrying out 
a test and ‘help' the prospect towards choosing your product. 
Another effective way is to quote credible sources such as 
Consumer Report magazine. Such organizations are not 
supported by advertisers and so their results carry real weight 
with the consumer. There are other such third-party 
organization that are considered neutral and their conclusions 
credible. 

Outside of such organization you can point to reviews done by 
users of your products where the reviews are not used as an 
affiliate advertising tool. You are looking to erase all bias in 
these compansons. 

You may also be wondering how to address the case where your 
product is obviously inferior to that of your competitor's. In such 
a situation, you simply admit your faults openly. There are times 
when extra features can be a useless luxury. For some people, a 
car is just a convenience to take them from point A to point B. 
They may not need the luxuries of a Porsche or have the money 
to pay for such an expensive vehicle. 

So let's say you were selling an autoresponder script that is 
definitely not as feature-rich as another script. You can state: "If 
you are looking for high-end script capable of emailing to a mil 
lion-strong list and having all the fancy features that you'll never 
even bother to use, then this script is NOT for you. However, if 
you are looking for a small but rugged program that will deliver 


your emails, without all the bells and whistles (and 
accompanying high price) then the Maxemailer is for you." 
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Right away you see that you are showing the customer that your 
script will do the main thing that a product like yours should do, 
without having to invest a large amount of money in its pur 
chase. You are admitting that your script is lacking in many fea 
tures, but in the end these components may not be necessary to 
get the job done. 

In addition, by admitting to your products 'weak side' you build 
instant credibility with the customer. Many marketers think that 
they have to hype their products in order to get sales. But many 
marketing tests have shown that if you admit to the disad 
vantages of using your product, sales increase! 

Here is how I hit the competition on my copywriting service 
website: 

"In fact, I insist that you make a side-by-side comparison of my 
copywriting results with that of any other copywriter. Then after 
doing a 'split test' (i.e. run my copy against theirs) you can judge 
for yourself the selling power of my copy." 

For an online business, your competitors are just one visit away. 
Challenge your website visitors to shop around and com pare. 
Most will not. 

They'll buy from you instead! 


a 


Ray L. Edwards is a freelance copywriter, copywriting coach, 
Internet marketing consultant and published author. He has 
made his clients millions of dollars online and can be con tacted 
about his services at http:/ jwww.webcopy-writing.com 


Time-Saving Marketing Strategies That 


Build Your Brand 
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Time is money. In a tough economy, you need to make every 
minute count to keep your business profitable. You also need to 
market relentlessly to keep business coming in your door. So 


how do you make time to market while growing your business? 
Here are eight strategies to maximize your marketing efforts. 


* Develop a marketing plan. Regardless of the state of the 
economy, you should always have a marketing plan. When time 
is tight, a plan becomes even more important. While you need to 
devote time initially to developing a plan, you save time in the 
log run and get better results when you follow a plan. Define 
your goals and objectives, focus your message for each target 
audience and lay out your strategies. Include deadlines, assign 
responsibility for each task and measure your results. 


* Build your database. A well-developed database is incredibly 
valuable so take the time to build one. File new contact 


information in one location and then once a week input it into 
your database. This takes far less time than adding contacts one 
at a time. 


* Develop letter templates. Do you find yourself writing the 
same type of letters or emails on a regular basis? Standard 


ize them! These might include a letter of introduction to a 
prospect, a thank you to a client for his business or a thank you 
for a referral. Personalize each letter as appropriate. Add a 
handwrit ten postscript for further personalization. 


* Stay connected. Networking is important to business success. 
Staying in touch once you make a contact is even more 


important. If you don't stay in touch, you are wasting your time 
networking. Develop a marketing tool, such as an electronic 
newsletter, that allows you to stay in touch with a large number 
of contacts at one time. To be effective, your newsletter should 
contain information that is valuable to the recipient. 


* Develop a marketing message and use it consistently. Your 
marketing message is a concise statement that defines the client 
pain points you address, your solution and what makes you 
different from your competition. When you have a consistent 


marketing message, it's easier to reach and sell to customers and 
prospects. 


* Build foundation copy that you can use over and over again. 


In addition to a marketing message, every business should 
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have foundation copy that explains the benefits you offer custom 
ers, your products and services and what makes you different 
from your competition. Once this copy is developed, it can be 
used in a variety of ways, from your website to client proposals. 
* Build a website that will attract visitors and close the deal. 
Your website markets your business for you 24/7. Make sure it 
is working hard for you. It should be copy rich to make it easier 
for visitors to find your site and to keep their interest once they 
land there. No time to develop new copy? Keep a file of ideas, 
consider questions and concerns raised by clients and prospects, 
and re-use your own words from blog postings, emails and pro 
posals, when appropriate. 


* Schedule time each week to market your business. Okay, the 
reality is that marketing your business does take time. To make 
it easier, schedule time each week to work on marketing. 


Put it on your calendar, treat it as you would any other appoint 
ment and watch your business grow! 


May be reprinted with the following, in full: Joan B. Mar cus, 
president of Joan B. Marcus Communications LLC, helps 
nonprofit organizations and small businesses build their brand 
with a powerful marketing message. Joan is a pro in all forms of 
writing, from websites to grant proposals, brochures to 
electronic newsletters. Services include copywriting; marketing 
strategy; branding and message development; marketing 
communications planning; and grant development, including 
writing case state ments, researching funding opportunities, 
writing and editing grant proposals, and documenting grant 
implementation. Sign up at http:/ 
jjoanbmarcuscommunications.com for a free newsletter that 
offers practical and low-cost strategies to help you market your 
business or nonprofit organization 


How Can Promotional Mugs Work For 


Our Business? 
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Promotional mugs are a form of marketing and advertising. 
They can be used to convey a brand and get your enterprise 
recog nized throughout the country or even the world. Mugs are 
avail able in a wide variety of styles, colours, shapes, and 
materials. You can opt for a conventional ceramic mug, a stylish 
earthenware coffee mug, mugs made from bone china, metallic 
mugs, vacuum mugs, environmentally friendly plastic mugs and 
more. To cut a long story short, there is a promotional mug for 
everyone, and you should find out which is for you and your 
company. For example, an elderly member of the work force in 
a CEO position would be slightly more interested in a traditional 
and conventional mug made of bone china or even perhaps a 
ceramic mug. A trendy plastic mug will never catch their 
attention or come up to their liking. In contrast, when targeting 
the younger work force, de signer promotional mugs will be 
much more effective than their conventional counterparts will. 
To find the promotional mug style that is suitable for each 
member of the work force shall now be made easier for you, 
your promotional marketing campaign can get off to a flying 
start by taking into account the following steps. You don't want 
to be wasting your marketing budget on mugs that your work 
force and customers will throw in the bin or hide away in a 
cupboard; you need to make sure the money is being spent on 
mugs that will be used time and time again. 

What is the budget you have to spend on your promotional mug 
campaign? Determining this will help your personalized 
promotional mug supplier find you the best mug deal. 

Then you'll need to work out who your target market is? You 
need to be considering age, sex, industry, position and other 
such demographic issues. Once you have identified your target 
groups you need to choose a mug style and design that will cater 
to their tastes including factors such as size, type, colour. 

Here comes the most important part branding! It is obvious that 


you will be branding the mugs, because otherwise there isn't 
much point in spending money on this whole process! Again in 
this step you will have a number of choices: You can select the 
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mug's colour based on your company's colours, you could add 
the logo of your company, you could even add a personalized 
message thanking customers, staff etc for their support or if you 
have a motto or a statement you would like to put across you 
might even like to consider adding that. 

Simon Stringer is a dedicated marketing executive who works 
for Eureka Promotional Gifts 

<http:/ jwww.eurekapromotionalgifts.co.uk > Simon enjoys 
helping customers choose the most suitable promotional gifts 
<http:/ jwww.eurekapromotionalgifts.co.uk > for their 
advertising campaigns and takes a pride in developing a close 
working rela 


tionship with his clients 


Home Business Marketing Magic - The 
Secret Weapon of Automation and Your 
Marketing System 


Marketing research has discovered that it takes about 7 times of 
contact with a new prospect for them to even know you exist! 
This obviously doesn't mean harassing them to the point of them 
not wanting to hear from you ever again. But it does mean you 
need to have a way to continue making them aware of you, your 
products, and your business. 

In this article I want to discuss the "mechanics of staying in 
touch." It's known as the secret weapon of automation! You want 
to put your entire lead generation system, advertising, and sales 
and marketing on automatic pilot. That way it just happens with 
out you having to continually think about it, except to make it 
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better! Now you must continually think about it, but not 
whether or not it's happening. 

The more you automate, with the RIGHT information and with 
the RIGHT messages using the RIGHT tools, the quicker your 
business will explode. 

In previous business venture of mine I was providing train ing 
workshops for educators and corporations. I am also the author 
a number of books dealing with effective learning technol ogy- 
how people learn and how we can help them learn better. 

As an example of what I'm talking about, following is a brief 
description of an automated system I put together to help deal 
with prospects who were somewhat interested in my topic and 
my customers who had hired me for a workshop or had 
purchased one of my products. 

I first of all wanted people to learn more about me and my 
background, the materials I had produced, and my training and 
consulting services.The goal of the entire system was to bring to 
me highly qualified people who were ready to buy or to hire me. 


* I had a website which automatically invited people to listen to 
a free online audio recording about my topic and to 


subscribe to my monthly newsletter. The audio talked about a 
free 

8-session course where they could learn how to apply some of 
the 

new learning techniques I had developed. 


* The website was advertised automatically via Google(r) 
Adwords, free search engine optimization, free online press 
releases, free internet advertising, and automatic ezine article 
submissions. 


* The newsletter was sent to all subscribers automati- 


cally each month. When I had time, I would write a bunch of 
articles for the newsletter and set them up to go out 
automatically at the appropriate time of each month. One time I 
had an entire year's worth of newsletters in a queue to go out, 
all automatically! 


* When someone signed up for the 8-session course, they were 


automatically enrolled in a series of e-mails which were 


automatically delivered to them at the proper intervals and 
times. 
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* The last e-mail in the series invited them to download an 
eBook for more detailed information. The cost of the eBook was 
$14.95. Their credit card was automatically charged and the 
eBook was automatically delivered to them as a digital 
download. 


* A few days after they received the eBook, they were sent a 
questionnaire asking them for their feedback and inviting 


them to select other topics they would be interested in; you 
guessed it, all automatically. 


* When they chose a topic, they were automatically sent a free 
article about that topic as well as provided an opportu 


nity to purchase a book, DVD, manual, audio recording, or tele 
seminar with more detailed and in-depth information on the 
topic. 


* When they ordered any of my books, DVDs, self study courses, 
recorded teleseminars, webinars, or anything else I 


had created, I was never directly involved. It all happened 
through 

my automated system, including the actual shipping of physical 
products to them from a fulfillment house. 


* After each step they took, such as signing up for the 
newsletter, or the 8-session course, a thank you was 
automatically sent to them for whatever they had ordered. 


You see, the whole point of all of this was to get a prospect to 
take themselves deeper and deeper into my material and to the 
possibility of them hiring me to provide a workshop or 
purchasing one of my products. 

Never once did I have to twist someone's arm to purchase one of 
my products. I did not have to play "cat and mouse games" to 
convince people to hire me. I did not have to send out hundreds 
of e-mails and keep track of who should be getting what and 


when. THE AUTOMATED SYSTEM DID IT ALL! 

Until they called me, I let the automated system move them 
through my sales and marketing process, sorting and qualifying 
them, so when they actually called me I was talking to people 
who were ready to set up dates for their workshop. 

Now, this is not as difficult as you may think to set up. You need 
to have some place on the internet to send interested people - 
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either a website, blog, some kind of lead capture page. You need 
to have lots of valued-packed content posted all over the 
internet in order to attract people into your system; but once 
they're in, your automated system will take care of them and 
lead them deeper and deeper into your sales funnel. 

I strongly recommend that you have YOUR OWN website, blog, 
<http://agloco-blog.squarespace.com/ network-marketing mlm- 
training/> or lead capture page vs. using a company repli cated 
website. Part of game is to stand out from the crowd. A 
company replicated website does not make you unique. You're 
first and foremost marketing yourself. When people get to know 
and trust you, they'll give you their contact information and 
your automated system does the rest! 

Now you'll also need a few simple tools like an autorespon der, 
an online shopping cart, a merchant account (so you can process 
credit cards online), and a system for posting advertise ments 
wherever your budget allows, but you can have the whole 
automated system up and running in less than two weeks! 

I'd love the opportunity to work with you to help you build an 
automated marketing system that is right for you and your 
business. Please Contact Me <http:/ /homebusiness- 
smarts.netjcontact-david-lazear.html> for a complimentary 
consultation so I can find out what you're looking for and how I 
can help. 

Meet David Lazear, author, trainer, and success business coach. 
David provides training seminars and workshops for corpo 
rations and educators. His coaching services involve working 
with home business owners and people looking for work from 
home opportunities 

David's publications include 14 books dealing with practical 
applications of cutting-edge teaching and learning techniques, 
numerous articles on effective business strategies, and a series of 


popular "self-study courses" on such topics as Sales and Market 
ing, Customer Service, Being an Effective Leader, and Teaching 
and Learning 
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Please contact David at: Phone:773-525-6650 

Contact Me <http:/ /homebusiness-smarts.netjcontact 
david-lazear.html > 

Website: Home Business Smarts <http:/ /homebusiness 
smarts.net > 


Working With Your Identified Niche 


When choosing the right marketing collateral for your busi ness, 
especially your poster printing, the first thing you need to do is 
to identify your target market. Narrowing down your target to 
the specific clients you would want to reach makes it easier for 
you to develop the right message that can get more response. 
The next step then is to narrow down even further your tar get 
market. It is a fact that not everyone you market to will be 
friendly and open to the ideas you present. In fact, your custom 
poster printing may not persuade them enough to make them 
want to act on your offer. In order to minimize wasting your 
time, effort and money on promoting to those who are unlikely 
to answer your call in our poster printing, it is better to identify 
your niche early on by considering those types of people you 
enjoy working with. 

Indeed, not everyone in your target market will be the type of 
people you will enjoy working with. By identifying and setting 
your standards of ideal customers, you are more than likely to 
determine the types of consumers you would want to serve with 
your custom poster printing. Your aim then is to offer your busi 
ness to those who have the same qualities as you do, as well as 
those who would make life easier for you - and not the other 
way around. 
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What types of clients are we talking about here? Those who 
have made your life miserable, that's who. Those clients who 
have changed their minds at the last minute and still expect you 
to work for them anyway. They are those who ask a lot of 
questions, some times bordering on being an OC (obsessive- 
compulsive) with their projects, and then later on decide that 
they will go with another poster printing company for example. 
Those people, who nitpick your custom poster printing, do not 
take suggestions, and yet they blame you for getting bad results 
in the end. 

The said characteristics are definitely the types of clients you 
should avoid. You should not become so miserable yourself that 
you succumbed to dealing with these clients who happen to 
enjoy making your company suffer. 

When it is time for you to identify your ideal clients, start with 
people who are presently working with you, or you have worked 
with in the past, or even those whom you met already but have 
not had the opportunity to work with. 

Second, consider their personalities and qualities. Do they have 
the same traits as you? Do you believe and value the same 
things? And third, look at your strengths and weaknesses and 
identify the same things in your prospects. 

Your business is nobody's business. You alone can say what and 
how your business should be run. It is up to you then to choose 
to work with clients that you will be comfortable with. You have 
the final say whether you choose to be miserable or not. 

For comments and inquiries about the article visit: Custom 
Poster Printing <http:/ jwww.printplace.com/printingjcustom 
poster-printing.aspx> , Poster Printing 

<http:/ jwww.printplace.com/printing/poster-printing.aspx > 
Janice Jenkins is a writer for a marketing company in Chi cago, 
IL. Mostly into marketing research, Janice started writing 
articles early 2007 to impart her knowledge to individuals new to 
the marketing industry 
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Four Great Ideas to Use Promotional 


Gifts and Items 


When a company is starting its advertising campaign through 
promotional gifts and items, they think of different ideas on how 
they can give out these business gifts. Of course, todays modern 
market is full of giant competitors and small business need to 
look different and original from the start. Only in this way can 
you make a deep impression on your customers. 

Here are 4 great ideas that will make your clients take no 

tice of you and your company: 


1. Volunteer 


Your target market can be schools and other institutions which 
are usually looking for volunteers to do assemblies and other 
things at their schools. The idea is to call your local school and 
suggest them to do a presentation for the school. You may write 
up a proposal and send it to the school, informing them about 
what you would like to do. And if they accept your offer, it 
means you are on the way to a successful marketing campaign. 
How? -Just so: you can give out printed promotional items to 
the kids and teachers, depending on what type of assembly you 
do for the school. 


2. Sponsor a community event 


When your company acts as a sponsor of a community event, it 
gives you a good opportunity to publicize your name to more 
and more people who will come. It really can be great for your 
business, because unlike other promotional campaigns, it will be 
something that people are going to remember for a longer time. 
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Such a special day is a great time to give away promotional 
items imprinted with your company logo/slogan. 

3. Sponsor your local sports team 

This is another great option to give printed business gifts and 
get your company noticed. In other words, your company may 
become more popular by sponsoring a favourite sports team in 
your local area. What can you give away as promotional items 
to players of the team? For example, you may donate t-shirts, 
water bottles and other useful things with your company's name 


on them. 

4* Give away to a fund raising event. 

The fourth alternative way to use promotional items is to give 
out some of them to a fund raising event. For example, you may 
give them away so that an organization can sell and profit from 
them. 

The above mentioned ideas are only a few available ways to use 
personalized promotional items for advertising of your com 
pany. Just look around and you'll get more interesting ideas! 
Simon Stringer is a dedicated marketing executive who works 
for Eureka Promotional Gifts 

<http:/ jwww.eurekapromotionalgifts.co.uk > Simon enjoys 
helping customers choose the most suitable promotional gifts 
<http:/ jwww.eurekapromotionalgifts.co.uk > for their 
advertising campaigns and takes a pride in developing a close 
working rela 

tionship with his clients 


I . Promotional Products For Your Cam- 


paign 
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In recent years, competition in the business market and the 
overall corporate world has augmented. This is due to many 
players in the fray. As a result, to sustain a good reputation and 
of course the core business, promotional products prove to be 
very practical. They keep customers from diverting their 
loyalties. Promotional merchandise has a long-lasting impression 
on impor tant clients. After all, they are the bulwark of 
profitability and sustenance in tough times also. Most business 
houses rely on simple and sometimes expensive products to 
ensure they remain in sight of the client. And when the products 
are used as promo tion for potential clients, they assist in 
increasing customer base. As long as clients remember and 
continue to deal with a company, one can annually earmark a 
dedicated budget for promotional products. They not only help 
in preserving the existing loyalties but also encourage new 
commerce. They also facilitate brand loyalty within the industry 


and globally. 

A variety of promotional products readily available, but it is 
good to understand the client profile before making bulk orders. 
Not all clients appreciate receiving a pen with a company's name 
embossed on it. Or they may not like a mug with a brand's name 
in bold letters. One has to be subtle, as most clients understand 
that companies want to keep their business and are promoting 
them selves. It is a good idea to give promotional products like 
pens and stationary to distributors and shopkeepers who store 
the com pany's products for selling. There are varieties of items 
like appar els, caps, bags, pen holder, pens, watches, yard signs, 
labels, decals, bumper stickers, calendars, key tags, and 
calculators. They can be distributed via orientation programs, 
incentives to the employees, and corporate communications. But 
for exclusive clients, one has to be discreet and choose 
promotional products that the client will not throw away. And 
this way the company's image also will remain good. The key 
lies in right selection. The significance of promotional goodies 
conveys an attractive message which compliments to selected 
clientele. They feel honoured. Promotional products actually 
serve as souvenir of the real prod uct. 

Simon Stringer 1s a dedicated marketing executive who works for 
Eureka Promotional Gifts 
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<http:/ jwww.eurekapromotionalgifts.co.uk > Simon enjoys 
helping customers choose the most suitable promotional gifts 
<http:/ jwww.eurekapromotionalgifts.co.uk > for their 
advertising campaigns and takes a pride in developing a close 
working rela 

tionship with his clients 


Promotional Gifts Can Help Spread 
Your Marketing Message 


fF CCCs 


Worried about recession? Now it's the right time to sketch 
awareness of your esteemed company and to thank the clients in 


an attractive way. Ah, and not to forget the ubiquitous 
employees also who work in the back office to make sure 
everything is smooth sailing on the frontiers. A great way to 
acknowledge all the support staff and customers is by giving 
gifts. Who doesn't like receiving a gift even when there is no 
birthday, wedding or any other occa sion? Promotional gifts do 
the trick for sagging careers, dwindling sales and bad business. 
This means that one's worth is not being taken for granted. The 
best way to reward such potential employ ees or clients for their 
hard work and business can be with the innovative promotional 
gifts. 

A promotional gift adds to the quality of the company. It in 
creases its reputation which strongly reflects company's good 
will to a great extent. This way clients and staff stay loyal. They 
do not lose their relationship values in bad times. It is during 
tough times when many professionals are jittery about 
performance and expect not to be laid off. When one appreciates 
previous performance and support of people by way of small 
gifts or tokens works it wonders for any big or medium sized 
company. It gives them confidence too that they will not be 
deserted. 
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Many a time, there is no reason to give a gift. But it be comes an 
excuse to revitalise a sagging relationship or trade deal. Fir 
example a client may not give an order once or even reject it on 
some pretext. If such a client is given a gift, he will also 
remember the gesture and pay back by giving some business. 
There are many grounds on which the company offers 
promotional gifts to clients and staff. May be for clients it can be 
a thank you for keeping long relationship and giving bulk 
orders. For staff, it can be a token of appreciation for 
performance, or for their years of work. Promo tional gifts can 
also be given during festive seasons or any memo rable occasion. 
Simon Stringer is a dedicated marketing executive who works 
for Eureka Promotional Gifts 

<http:/ jwww.eurekapromotionalgifts.co.uk > Simon enjoys 
helping customers choose the most suitable promotional gifts 
<http:/ jwww.eurekapromotionalgifts.co.uk > for their 
advertising campaigns and takes a pride in developing a close 
working rela 


tionship with his clients 


6 Ways to Better Manage Work and 
Solve Problems to Move Forward-Fast 
Presenting Action Shoes 


ACTION SHOES is a dynamic and scientifically based tool that 
enables you to "wear" six behavioral shoes - each based on 
common actions you already use to manage work, solve 
problems, and live life. Not only is it six ways to think about 
problem solving, the Action Shoes is a practical way to approach 
complex team project planning and business management 
activities. 

And it can achieve results to move you forward...fast. 
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The Action Shoes tool enables you to integrate thinking and 
actions to: 


1. NAVY FORMAL: Establish protocols and processes 
2. BROWN WINGTIP: Effect immediate and practical change 


3. GREY SNEAKER: Discover detailed facts & data 

tions 

4* PINK SLIPPER: Value people, relationships, and emo- 

5* ORANGE GUMBOOT: Create contingencies and emer 
gency plans 

6. PURPLE RIDING BOOT: Define leadership roles and au 
thorities 

Motivating teams for optimum performance involves tap ping 
into personal psychology and group energies. Therefore, I have 
applied this model for our health, science, and technology 
clients - to capitalize not just on thinking, but on action. 

I have used it to engage focus groups in more meaningful 
thinking. I use it to help break conventional thought patterns 
during technical advisory boards. In fact, this group technique 


can help maximize the productivity of any innovation session. 
In the introduction of his book Six Actions Shoes, Edward de 
Bono writes, "I want to help you DO something -- not analyze 
what has been done....The purpose of the [action shoes] is to set 
the style of the action in advance so that a person can behave 
within a certain style framework." 

And now I would like to offer you a free excerpt from my latest 
book entitled "Forward.Fast. How to Accelerate Your Health, 
Science, and Technology Brand" Go to http:/ /forward fast.com 
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Starting Your Own Bookkeeping Busi 
ness-How to Get Clients For Your Book 
keeping Business 


If you are starting your own bookkeeping business, then the next 
big thing that you are going to do is to get clients for your 
business. There are various ways that you can explore in order 
to build up your client base. 


Conduct business bookkeeping workshop and Join Trade 
Organization 

One effective way is to socialize with local merchants and 
participate in local trade organization's activities. Being a 
member of your local trade organization enables you to 
introduce your services to local entrepreneurs. 

Another way is to conduct business bookkeeping talks to lo cal 
merchants. Therefore, local business chamber is a very good 
platform for you to market your bookkeeping service without 
having to incur a lot of advertising costs. Apart from marketing 
your services, you are also able to impart your professional 
knowl edge and stand a chance to educate local merchants 
about the importance of keeping proper records for their 
business. It is one stone kills two birds. 


Place an ad in your local community paper 


If you have a small budget when starting your own book 
keeping business, you can arrange to advertise your services in 
local community paper. The cost of placing an ad in this type of 
paper is much cheaper than placing an ad in your local paper. 
The disadvantage is that the readership of your local community 
paper may be much lesser than the local paper. 


There are dozens of ways to find clients when starting your own 
bookkeeping business. The important point is that you have 
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to put in effort consistently in order to build up your client base 
within shortest possible time. 


Wondering how to start a profitable bookkeeping business from 
home? Check it out at Starting Your Own Bookkeeping Business 
<http://bookkeeping business.blogspot.com/ 20 08/ 08/mons- 
talk-biz-guide-to-start your-own.html> for actionable plans 


Product Marketing Manager-Do You 
Really Have Time to Write That White Pa 
lper? 


If you're a product marketing manager, the Rolling Stones sure 
didn't have you in mind when they wrote Time is On My Side. (I 
should know - I used to be a product marketing manager.) So 
how do you find the time to write a white paper? 

Okay, it's been seven years since I was a product marketing 
manager. But I have it on good authority (aka the 2008 Annual 
Product Management and Marketing Survey conducted by Prag 
matic Marketing) that the demands on your time are still crazy: 
? On average, you receive 50 e-mails a day and send 25 

? You spend about two days per week in internal meetings 
(which translates into 15 meetings every week) 


That leaves you three days of your average so-hour work week 
to tackle a wide range of activities. To the best of my mem ory, 
that includes the following (among many): 

? Defining positioning 

? Creating sales tools 

? Conducting training 
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? Performing competitive analysis 

? Responding to inquiries from the sales team 

Phew! It's no wonder you feel overwhelmed. Which brings me 
back to my original question - how can you possibly find the 
time to write a white paper? After all, you'd likely have to 
dedicate an entire workweek to get it written. Why do I say 
that? 

According to the 2nd edition of the White Paper Writer In dustry 
Report <http:/ jwww.whitepapersource.com/report/ > 
produced by Michael A. Stelzner, the average in-house writer 
takes 

50 hours to produce a white paper. Let's face it - you probably 
can't afford to set aside all other responsibilities for a week to 
focus on writing a white paper. Instead, it's much more likely 
that you'd put in a few hours here and there over a number of 
weeks. 

Maybe there's no pressing need for the white paper, which 
means it's fine to drag out the writing over time. But what if you 
need the paper as part of a product launch, or for a Webinar 
followup or tradeshow giveaway? 

You could solve your workload and time-crunch problems by 
outsourcing the white paper project to a freelancer writer. On 
average, an experienced freelance writer can produce a white 
paper in significantly less time than an in-house resource can. 
All while freeing you from: 

perts 

? Researching relevant trends and industry stats 

? Conducting multiple interviews with subject matter ex- 

? Writing the outline and first draft 


? 
? 


? 


layout 

Soliciting feedback from reviewers Incorporating feedback into 
the white paper Coordinating with an in-house or external 
designer for 

So next time you're feeling overwhelmed by your to-do list, you 
might just want to consider passing off your white paper 
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project. It will free you up to do what you do best, all while 
putting your project in the hands of a professional who can 
afford to focus all her time on your white paper. 


Stephanie Tilton has been immersed in the world of mar keting 
for nearly 20 years, in roles as diverse as product marketing 
manager, competitive analyst, and marketing communications 
manager. Harnessing her unique blend of technical knowledge, 
marketing savvy, and writing skills, Stephanie has crafted 
winning white papers for leading brands such as Akamai 
Technologies, EMC, Macromedia, Novell, SAP, and Symantec. 
Visit http:/ jwww.tentonmarketing.com/braincandy.html for 
more best-practice marketing articles 


How to Put Multiple Income Stream in 
an Earning Blog 


Making money from a website is not a secret. 

I focus on getting paid from Google AdSense, affiliate pro grams 
and earn per share programs. The scenario is you have a website 
and would like to earn from it by putting multiple income 
stream on it. 

The Website that you choose as landing page should have many 
space right hand side and at the bottom for you to put 
advertising link. 

Let's go into detail. 


1. Get Paid From Google AdSense. 
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You can write a website that embedded with contextual ads of 
your own AdSense code. But by term of service you cannot 
advertise those page directly. 

So you should use the program that provides you a widget for 
summarizing of article and acting as the door of access to your 
pages. 

Put your widget at right hand side of your website. 


2. Affiliate Programs 


You can define that paid to visit program is also affiliate 
programs. But affiliate program has the variety of product and 
pay more commission to you than paid to visit programs, 
especially digital products that need no stocking. 

I recommend an affiliate program concerning about online 
marketing because most of people who need to sell product 
would like to buy it. Put your affiliate programs at right hand 
side of the website also. 

3. Earn Per Share Programs 

Tactic for making money online is for getting paid in long 
run.Earn per share program will pay you daily base on the 
number of shares you have.You have shares by visiting ads or 
you can buy shares with additional advertising right. 

site. 

Put your earn per share program at the bottom of your web- 
Now let us consider about writing the main essay of the website. 
I write the method of finding more referral of an affiliate 
programs.Then I send it to my referral. They can duplicate what 
I do and this assures the long run of business and expansion of 
my team. You do not earn from writing a Website but income 
gener ates from advertising space on it. 

The author is interested in making money online 
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Share his experience of making money online http:/ 
jjoinbirthdaybonus.blogspot.com/ 


Why You Should Bother With a Mar 


keting Plan If You Want Success-Part 1 


Now why should you even bother wasting hours to write a 
Marketing Plan? Most of the time, what's written inside would 
not even materialize. Right? That's very likely if you just doa 
superfi cial job, not being truthful to yourself and if you write it 
alone without a coach. 

Would writing a marketing plan ensure success? I wish I could 
say that, but it's just one part of the puzzle. The marketing plan 
is just a piece of useless paper if not put into implementation, 
constantly reviewed and improved upon. 

Before we start with the preparation before writing the 
marketing plan, we need to know the components of the market 
ing plan for a Financial Advisory Practice: 

1. Market Study & Segmentation 


2. Competition analysis: SWOT 


3. Market Positioning and Branding 
4* Products & Services Offering 
5* Client Acquisition Strategies 


1. Direct Marketing: Mail, Email, Leads-buying, Online Strategies 


2. Third Party Arrangements: Referrals, Tie-ups, Professional 
Alliance 
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3. Other Marketing Programs: Advertising, Articles in 
magazines, Seminars 

egles 

6. Client Relationship Management & Retention Strat- 

7* 

lestones 

Sales Targets, Performance Gauges and Practice Mi- 

Market Study and Segmentation 

It's essential to start with a decent Market Study & Segmen 
tation. To do so, you may seek the help of your coach and senior 
colleagues. It's also very helpful to engage some of your trusted 
friends for their feedback. Finally check out your company's 
resources or on-line if there is information available for you to 
scope out your target markets. 


Make a study of the profitable segments of in terms of net 
worth, occupations, industries or even by age demographics. 
Make an assessment of their likely needs for financial services at 
large. Match this with the likely products and services you can 
offer to these groups of people. 

Competition Analysis 

Having had an idea of the competition landscape, do a 
Competition Analysis and determine your Competitor's weak 
nesses and strengths. This will allow you to turn their weakness 
to your advantage and avoid fighting head-on with their 
strengths. 

Doing a SWOT analysis pits you in the Market and brings out 
glaring points about how NOT to compete with your potential 
target market. It's all about standing out from your competitors 
including your colleagues from the same company. 

Here are some points you may want to know: 


1. What types of firms are there offering Financial Services and 
what are their competitive advantages? 
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2. Where your firm has similar competitors, how do they 
differentiate from one another? 


3. What sort of products and services so they have? How do they 
market their services? 

4* How does the public or at least your target market see them? 
5* Matching with the Market Study are there any segments of 
people that are under-served and profitable? 

6. What is the current share of the market like? (notes-sential 
but good to have) 

Products & Services Offering 

Next, take a look at your company's product and services 
offering vs your competition and matching your target market's 
needs. If it does not stand-out and shout at you in a positive 
way, you may have to work harder at the Market Positioning 
and Branding. Why McDonald stands out in the competition for 
Fast Food is it's ability to Position and Brand itself well in the 
market. 

Another consideration is to tie-up with other service pro viders 
to beef up your product offering. For example, if you are an 
insurance agent, tying up with a mortgage broker gives you an 


extra "product" to offer to your target market. 

Also, ensure that the products and offering are really solv ing 
problems for your target market, and that they are competitive 
in terms of benefits vs costs. A good way is to ask your senior 
colleagues who have been in the business for very long and have 
met different competitors. 

Brendan Yang has been in the Financial Advisory Business since 
Jan 2003, and is currently a Financial Services Manager with the 
largest Independent FA in Singapore. His passion is to help 
young entrepreneurs to achieve their fullest potential, and main 
tain a healthy work-life balance 

He set up The Definitive Financial Adviser Career Guide 
<http:/ jwww.financialadvisercareer.com> to provide job 
seekers 
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a resource to find out more about the Financial Advisory 
Services landscape in Asia 

Feel free to drop the Author some comments at The Definitive 
Financial Adviser Career Guide 

<http:/ jwww.financialadvisercareer.com > 
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